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California Agencies Devise Plan to 

Handle Accounts for Men in Service 
‘Steward’ Agency Would 
Pay Small Commissions 
Under Elaborate Contract 

Los ANGELEs, Oct. 17—In anti- 
cipation of some of its members 
being called into service, the 
Southern California Advertising 
Agencies Assn. has set up a pro- 
cedure whereby an agency may 
transfer its accounts to a “steward” 
agency, which will pay. a small 
commission to the “affected” mem- 
ber while in service, with the ac- 
count being returned when service 
is terminated. 
The idea was presented yester- 

day at the group’s monthly meet- 
ing by Ralph Yambert, Ralph 
Yambert Organization, chairman of 
a military facts-finding committee. 

. Following approval of the mem- 
bership, a contract to cover the 
procedure is being drawn for sub- 
mission and approval at a Nov. 16 
meeting. 

The arrangement is designed to 

cover both heads of small agencies 
and account executives who control 
accounts. The provisions of these 

arrangements are based on the ex- 

perience of similar arrangements 
entered into by several individuals | 
during World War II. 

As set up, accounts would be 
distributed by the affected mem- 
ber among one or more other) 

SCAAA agencies. The agency man 
going into military service picks 

the steward agency, but with the 
counsel of the board or the com- 
mittee if so desired. 

a Clients concerned would be ad- 
vised of the stewardship contract 
to the degree considered “prudent” 
by the agencies concerned, realiz- 
ing that client cooperation would 
be essential to the success of such 
an arrangement. Legal counsel for 
SCAAA will prepare a standard 

contractual form to be made 
known to all members. 

Under the contract, the steward 
agency will pay the affected mem- 
ber a fixed percentage of the 
gross billing of each steward ac- 
count. The percentage payment is 

suggested at 2%. However, the ex- 
act percentage would be subject 
to individual agreement of the 
contracting parties, in relation to 

(Continued on Page 61) 

Two Mills Boost Newsprint Price 

$10; Others Expected to Follow 
Higher Consumption 
Than Production Rate 
Called Basic Reason 

NEw YorK, Oct. 19—Despite 
publishers’ denunciations of the 
$10 a ton price increases on news- 
print announced during the week 
by two Canadian mills—Powell 
River and Abitibi—which Cran- 
ston Williams, general manager of 
the American Newspaper Publish- 

ers Assn., blasted as “precipitate, 
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excessive, unwarranted and _ ill- 
timed,” most people in the local 
paper market, buyers and sellers 

alike, expect other producers to 

boost their prices to the new level 
in the near future. 

While newsprint prices vary ac- 
cording to zone, the new hike will 
bring the contract price in New 
York to $110, which is just a little 

(Continued on Page 74) 

‘Buildings’ Calls 

‘Building’ Unfair 

Name; Suit Likely 
Cepar Rapips, Ia., Oct. 19— 

Buildings, “the magazine of build- 
ing management,” believes that the 

change in emphasis by which 
“Architectural Forum, the mag- 
azine of building” has become 
“Architectural Forum, the maga- 
zine of Building,” creates confu- 
sion with its registered trademark. 

In a letter to advertisers and ad- 
vertising agencies yesterday, the 
publication said: “Does Architec- 
tural Forum’s change in name to 
‘Building’ cause confusion with 
the registered trademark ‘Build- 
ings’? We believe it does...Our 
attorneys tell us that Forum’s ac- 
tion is patent infringement and 
unfair competition. So it looks like 
a lawsuit will be necessary.” 

Buildings, which has been pub- 

lished for 44 years, is devoted to 
the field of building management, 
whereas the Time Inc. publica- 
tion deals with construction. 

In New York, executives of 
Architectural Forum, the Maga- 

zine of Building, declined comment 
12! since they had not seen the letter. 

= 

BOY AND GIRL—This ad is typical of 
Oneida Ltd.'s 41 magazine ads this fall, 
of which 31 are on covers. Fourteen mag- 
azines are scheduled, via Batten, Bar- 

ton, Durstine & Osborn. 

FCC Plans Probe 

of Intercity TV 

Channel Division 
WASHINGTON, Oct. 19—Federal 

Communications Commission an- 
nounced today that it is investi- 

gating the division of intercity 

television channels by American 
Telephone & Telegraph Co., and 
certain Bell System companies. 

Noting that NBC and CBS are) 
getting most of the time on scarce | 

facilities, the commission said it) 
wants to know how the division is 
arranged, and whether “unreason- | 
able preference” is given to any) 
particular customers. 

Though the proceeding may 
eventually lead to rules to assure 
ABC and DuMont more time on 
intercity channels, the commis-| 
sion’s action does not affect the| 
division of time in operation dur- 
ing this calendar quarter, nor is| 

(Continued on Page 8) 
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Color Fracas Brings 
Lawsuits, Speeches 

Small Brewers 

Find Television 

Spots Effective 
Cuicaco, Oct. 18—The nation’s 

small brewers continue to show 
increased interest in using tele- 
vision commercials. One brewer 
at the annual convention of the 
Small Brewers Assn. here this 
week summed it up this way: 
“It’s the one sure way the little 
fellow has of getting into the liv- 
ing room of a prospective cus- 
tomer.” 

Although most small brewers 
who use television stick to TV 
spots, some have branched out 
with full-scale programs, like Wm. 
Gretz Brewing Co., Philadelphia, 
which announced a half-hour TV 
show over WFIL-TV, Philadelphia 

(Wed., 8:30-9 p. m., EST), starting 

Oct. 18, entitled “Famous Jury 
Trials.” 

Although television seems to be 
making the most rapid strides 
among media used by brewers, 
other media also experienced gains 
last year, with approximately two- 
thirds of the association’s 300 
members participating in the as- 

| sociation’s advertising services. 

ws At least one brewer—Jacob 
Schmidt Brewing Co., St. Paul— 
made a study of the effectiveness 
of its newspaper advertising in 

various markets; it found that 
this advertising was responsible 

| for increasing sales of its City Club 
beer. As a result, Schmidt decided 
to switch from b&w to color ads in 
newspapers in all markets where 

(Continued on Page 65) 

Last Minute News Flashes 
Hoffman Bid for Don Lee Topped by Yankee, CBS 

Los ANGELES, Oct. 20—The Hoffman Radio Corp. bid of $11,200,000 for 
the Don Lee estate was today topped in the probate court here by the 
First National Bank of Akron with a bid for $12,320,000. This repre- 

sents the required 10% minimum increase after the Hoffman bid was 

accepted by the public administrator (AA, Oct. 16). After brief recess 
and an unsuccessful attempt to get further backing, H. L. Hoffman 

said his bid was $1,000,000 over net worth and that the other bid in- 
dicated “purchasers’ need for the property was greater than ours.” 
The bank acted for the General Tire Employes Retirement Plan, which 
owns the Yankee Network, and for CBS, whose interest is in ac- 
quiring Don Lee TV station KTSL. 

KTTV with the Los Angeles Times, 
terest. 

CBS now owns a 49% interest in 
with a contract to sell back its in- 

Libby to Introduce Frozen Foods in Three Markets 
Cuicaco, Oct. 20—Libby, McNeill & Libby will introduce a complete 

line of frozen foods next week in Chicago, San Francisco and Los Ange- 
les. The company began pilot sales tests of its new frozen foods in 

Milwaukee in 1947, using newspaper and car card ads. Other Wiscon- 
sin cities, plus Washington, Baltimore, Boston and New York, since 
have been opened, using the same media. J. Walter Thompson Co. has 

the account. 

McLatchie Succeeds Carr as ‘Time’ Ad Manager 
New York, Oct. 20—John McLatchie, formerly New York manager 

of Time, has been promoted to advertising manager, succeeding William 
B. Carr, who resigned to become vice-president and ad director of | 

McCall’s (AA, Oct. 16). Mr. McLatchie has been with Time for 13 
years. 

(Additional News Flashes on Page 75) 

CBS Moves Militantly 
Ahead; Others Equally 
Set in Opposition 

New York, Oct. 20—The color 
television battle this week was 
intensified as two manufacturers 
asked the courts to set aside the 
Federal Communications Commis- 
sion’s decision approving the CBS 
system, and both sides, Colum- 
bia and color-minded set makers, 
and Radio-Television Manufactur- 

ers Assn., vied for public backing. 
Charging that the commission’s 

order authorizing the use of the 

CBS color system for commercial 
telecasts as of Nov. 20 is “arbi- 
trary, capricious and contrary to 
the public interest,” Radio Corp. of 
America and Pilot Radio Corp. 
fited separate suits for temporary 

restraining orders. RCA filed in 
U. S. district court in Chicago and 
Pilot in U. S. district court in 
Brooklyn. 

In Washington the FCC, which 
this week has been busy conduct- 
ing hearings on the use of ultra 
high frequency channels for televi- 

sion, immediately announced that 
it will “vigorously oppose” the 
court actions. 

s The commission’s only other 
comment on the complaints came 
in the form of a transcript cover- 
ing an earlier discussion of one of 
the RCA charges—namely, that 

the FCC decision favoring CBS 
color in preference to the system 

proposed by RCA was based in 
large measure on the advice of an 
FCC engineer who has invented a 

device usable only in the Colum- 

bia system. 

FCC Chairman Wayne Coy’s an- 
swer to this charge was quoted in 
the transcript: 

“T want to say on the record that 
I resent the suggestion very much 

that ‘the commission is influenced 
in its determination by the work 
of a single member of its staff or 

all of its staff when it comes to 
making a decision on the record in 
these proceedings.” 

The commission ordered Na- 
tional Broadcasting Co. to stop its 
broadcasts of RCA color television 
during regular telecasting hours, 

but granted a 90-day extension for 

experimental telecasts in Washing- 
ton and New York. (Story on Page 
2.) The FCC also denied NBC’s 

request to charge for color tele- 
casts over WNBT, New York. 

ws As ADVERTISING AGE went to 
press no date had been set for the 
hearing of the case in either court. 

It is expected that whoever loses 
the decision in the lower court will 

appeal directly to the Supreme 
Court. Columbia’s around-the- 

clock preparations for the advent 
of color TV, meanwhile, have not 

been slowed by the prospects of a 

legal road block. WCBS-TV, New 

York, will start experimental color 
|telecasts early next month. The 
cameras will probably be turned 
on Arthur Godfrey’s morning ra- 

dio show, although there has been 
(Continued on Page 71) 
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U. of Michigan and 

WWI-TV to Present 

Televised Courses 
Detroit, Oct. 

A Sunday afternoon hour, time 
to be determined later, will be 
devoted to the three-part weekly 
telecast. No commercial sponsor 
will be sought. 

18—University | = More than 1,000,000 persons, as- 

on the resources of the university 
to stress “how-to-do” techniques | 
calculated to appeal to a wide au- 

dience. Subjects suggested range 

|from “How to Buy a Home” to 
“How to be Happy in Later Years.” 

courses on the adult level, pro-| sembled before an estimated 300,- | s The final 20 minutes will show 
jected into the home by means of 000 television receivers in the|the University of Michigan at 

television, is an educator’s dream 

that moved a long step toward 

reality here as the University of) 
Michigan and Station WWJ-TV 
announced plans for a unique 
series of telecasts to start soon. 

Dean Hayward Keniston of the 

College of Literature, Science and 
Arts declared, “We are entering 

a new era in adult education and 

the University of Michigan is in 
it to stay.” 

Approving the first effort of the 
kind, a university committee au- 

thorized Everett J. Soop, director 
of the extension service, to re- 
ceive enrollment fees, conduct ex- 

aminations and award “certificates 

of recognition” to those success- 

fully completing prescribed 
courses. 

| WWJ coverage area, will form the 
| potential “class” to which mem- 
bers of the faculty will lecture. 

It is contemplated that the first 

20 minutes of each hour’s telecast 

will be academic in character. 
Lectures on history, 

music and the fundamentals of the 

natural sciences will be illustrated | 

with most of the visual aids em- 
ployed in regular undergraduate 

instruction. These include charts, 

drawings, chalk talks, lantern 
slides, motion pictures,.maps and 
laboratory table demonstrations. 

The second 20-minute segment 

will reflect, largely, off-campus 
adult education courses and will 
be generally classified as “modern 
living.” Less format than the first 

part of the program, it will draw 

fine arts, | 

| work. The TV “classes” will be 
taken into research laboratories, 
| workshops and rare book vaults 
| from which all but a few accred- 
| ited students are barred. 
| At the start, many of the pro- 
| grams will originate from the De- 
troit studios of WWJ-TV, but later 
telecasts will originate from the 
campus in Ann Arbor. 

| University officials expressed 
| enthusiasm for the opportunity to 
| experiment with new methods and 

instructional devices adapted to 

| television. Some visualize the pos- 
| sibility of offering complete 

courses leading to degrees if it is 

found feasible to modify present 
| residence requirements. 
| Harry Bannister, general man- 
‘ager of WW4J-TV, characterizes 
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"So you're a success... sell all lowa through the Des Moines 
Sunday Register. | still feel silly wearing six mink coats” 

You can’t blame him for showing off. That’s the way most 

advertisers feel when they see how much good the Des 

Moines Sunday Register does for sales in Iowa. 

But then, why shouldn’t the Des Moines Sunday Register 

get action? Consider how it covers this statewide market of 

2% million people who spend 5 billion dollars annually. 

The day isn’t Sunday in over 540,000 Iowa homes with- 

out it. That’s 75% of all buying families. Domination is 

complete in 86 of lowa’s 99 counties with family coverage 

of from 50% to 100% (it’s at least 25% in the rest!). : 

What's more, you get the best of both big segments of 

this market. Urban Iowa ¢ops San Francisco in spending. 

Rural Iowa eclipses every other farm market in the world! 

A pretty picture, isn’t it? You can get in it best through 

the Des Moines Sunday Register. 

THE DES MOINES REGISTER ann TRIBUNE 
Gardner Cowles, President 

Milline rate, just $1.57! 

Represented by: 

Osborn, Scolaro, Meeker & Scott 

New York, Chicago, Detroit, Philadelphia 

PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 

ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 

Agency-Client 
Relationships 

The four-part series on ad- 
vertiser-agency relationships 
which has appeared in these 

pages the past two weeks 
will be resumed next week, 
when Clarence Goshorn, 
president, Benton & Bowles, 
and R. J. Piggott, advertis- 
ing manager, Grove Labor- 
atories, will discuss the im- 
portant subject of merchan- 

dising the advertising to the 
company’s sales force and to 
dealers. 

the project as “a serious effort to 
employ the latest offspring of the 
mechanical revolution in the field 
of education,” and said it should 

prove an answer to those who 

criticize television for its enter- 
tainment “lure.” 

Commerce Department Revises 
Market Research Book 

The first revision in a decade 
of “Market Research Sources,” 
basic Commerce Department pub- 
lication in the marketing field, is 
at the printers, and will be ready 
for distribution in about a month. 

The new edition lists over 1,500 
sources of marketing information, 
and cites approximately 5,000 pub- 
lic and private research projects. 
When ready, it will sell for $2.25 
from Commerce Field Office or 
the Superintendent of Documents, 
Washington 25. Preparation was 
directed by Stanley I. Kedzierski, 
chief, marketing research section, 
under supervision of Nelson Mil- 
ler, director of the Commerce De- 
partment’s marketing division. 

Upholds Ordinance Against 
Use of Sound Trucks 

Validity of a Miami ordinance 
prohibiting the use of sound trucks 
on city streets for advertising pur- 
poses has been upheld by the Flor- 
ida supreme court. The court up- 
held the arrest of George Nicholas 
during his campaign for the state 
legislature on a charge of operat- 
ing a sound truck. 

Mr. Nicholas had challenged the 
ordinance on the ground that it 
deprived him of his constitutional 
right of free speech. 

C & D Batteries to Foley 
C & D Batteries Inc., Consho- 

hocken, Pa., has appointed the 
Richard A. Foley Advertising 
Agency, Philadelphia, as its agen- 
cy. Trade publications and direct 
mail will be used. 

~~ 
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FCC Rejects Plea 

for Additional TV 

Color Tests by NBC 
WaAsHINGTON, Oct. 18—The Fed- 

eral Communications Commission 
told NBC today that it must stop 
broadcasting RCA color television 
during regular broadcast periods 

in Washington and New York. 
Turning down an application 

for a year’s additional experiment- 
al time for RCA color, FCC said 
broadcasts during commercial 
periods were permitted only be- 
cause the information was needed 
in the color TV hearings. 

It said this hearing was con- 
cluded with the adoption of CBS 
color and that further TV'experi- 
ments, including color research, 
must be done outside regular 
transmission periods and must not 
involve regularly scheduled pro- 
grams. 

The commission said experi- 
ments with RCA color could con- 
tinue in off-hour periods, provided 

the broadcasts were identified by 

special experimental call letters, 
rather than the regular call letters 
of the stations. 

It turned down a request from 
NBC for permission to accept com- 
pensation for programs broadcast 

in RCA color. 

McCann Names Wells, Kreer: 
H. G. Smith to Resign 

Sidney A. Wells, vice-president 
and creative director in the Chi- 
cago office of McCann-Erickson 
Inc., has been advanced to the 
position of assistant manager of 
the agency’s Chicago office. - 
He succeeds H. G. Smith, vice- 
president of the Chicago office, 
who is resigning Jan. 1, 1951, to 
open a tourist resort in Florida. 
George B. Kreer, an executive on 

the creative staff of J. Walter 
Thompson Co., Chicago, will join 
McCann-Erickson on Jan. 1, 1951, 
as vice-president in charge of copy 
and art in the agency’s Chicago 
office. 

WKRC-AM Appoints Heilbrun 
Herbert M. Heilbrun, formerly 

a sales engineer of Lackner Sign 
Co., has been named a sales ex- 
ecutive of WKRC-AM, Cincinnati. 
He succeeds Harvey Cary, who re- 
signed to establish his own adver- 
tising agency. 

Baker Agency Moves 
Baker Advertising Inc., Hart- 

ford, Conn., has moved to larger 
quarters at 37 Lewis St. 

Variety can spice your ads 

Ce ee 

SHOWMANSHIP. They’re big! They’re 

colorful! They’re seen and remem- 

bered! Yes, with Outdoor panels 

you utilize every trick in the theat- 

rical kit to get results from your 

ads. Let GOA Showmanship go 

1925 Silver Anniversary Year 1950 
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to work for you now! General 

Outdoor Advertising Co., 515 S. 

Loomis St., Chicago 7, Illinois. 

leading cities 

and towns 
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in 
a an intensified trend in merchan- 
dising. Retail inventories are being limited 
to the fastest-moving leaders. Less popu- 
lar brands are being squeezed off shelves, 
and “thin-spread”’ advertising won’t put 
or keep them there. 

This is most true in the Markets of 
Decision—the 75 markets of a quarter- 
million population or more which can make 
or break a brand. Create strong demand 
in any sizable part of these areas, and 

you’re ‘‘in business.” 
Although no national magazine dominates all of 

the markets of decision, one national magazine— 

The American Weekly—overwhelmingly dominates 
43! And 80% of all the retail business in the markets 
of decision is done in the 43 markets listed on this page. 

A taste of the spending power in these 
43 Markets of Decision 

In these 43 markets live 38% of America’s families— 
with over half of the taxable payrolls in the U. S. 
They buy 52% of the nation’s clothing . . . 44% of 
the Bee Pert ‘weal . 42% of the drugstore 
products... 44% of all food. 

Merchants here do nearly half the retail business— 
to the tune of 54 billion dollars yearly. 

And here’s what The American Weekly does: 

Not only does The American Weekly deliver an 
advertising message to more families—all over the 
country—than any other national magazine, but it 
overwhelmingly dominates the 43 listed Markets of 
Decision . . . a basic core for any deep-rooted adver- 
tising program. It would like to boast of saturation 
in all of the 75 markets, but even The American 

Weekly is not that good. 
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In this one segment of its circulation, however, 
The American Weekly enters 41% of all homes—4 
families out of 10. Compare this with the other 
4 leading national magazines. 

THE AMERICAN WEEKLY .. .. 41.3% 

<<.) 2 + * 2 « 2 «+ «eee 

Saturday Evening Post .. . . 10.5% 

tc «ss <«< + 6 «4 <« » Se 
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To approach such domination of the 43 listed markets 
takes Life, Saturday Evening Post, Look, and Collier’s 

combined, at a color page cost of about $61,000. 
The American Weekly? $23,000. 

Plus this vital editorial influence: 

The American Weekly is distributed through 22 
great Sunday newspapers, but its broad editorial 
approach, built on the twelve basic human interests 
which appeal to millions, including love, sex, romance, 
tragedy, science, religion, education, health, mystery, 

THE MARKETS OF DECISION! In these 43 of 
the 75 markets of decision The American Weekly 
reaches more families than Life, Saturday Evening 
Post, Collier’s and Look combined. 

New York Portland, Ore. Miami 
Chicago Seattle Fall River- 
Los Angeles Providence New Bedford 
Philadelphia New Orleans Wheeling 
Detroit Atlanta Johnstown 
Boston Worcester Syracuse 
San Francisco- San Diego Harrisburg 

Oakland Youngstown Utica-Rome 
Pittsburgh Albany- Canton 
Cleveland Schenectady-Troy San Bernardino 
Washington, D. C. Bridgeport San Jose 
Baltimore Springfield-Holyoke Scranton 
Buffalo- Allentown-Easton- Wilmington 

Niagara Falls Bethlehem Sacramento 
Milwaukee Wilkes-Barre ing 
Cincinnati San Antonio Flint 

~“S8S8 606 

Where does your product stand 
the MARKETS OF DECISION ? 

carry it into the homes of people in cities and towns 
hundreds of miles away from the ordinary sphere of 
influence of the newspaper. 

For example: through regular editorial features, 
The American Weekly sells millions of dress patterns 
yearly—hundreds of thousands of beauty charts, 
recipes, household guides. Advertising offers get simi- 
lar response. , 

One advertiser recently received more than $300,- 
000 in cash business from a $24,750 back cover in 

The American Weekly. Book publishers have re- 
ceived orders totaling sums in the millions. 

And at the lowest cost: 

The American Weekly delivers an advertising mes- 
sage nationwide—and in full color—to 9,991,220* 
A.B.C. homes, more than are reached by any national 
magazine, and at the lowest cost per thousand families. 
Here are direct comparisons: 

*Latest Cost per color 
net paid page per thou- 

elseutations sand doeulation 

The American Weekly 9,991,226* $2.30 
Ses se + st + lf ee 4.48 
Saturday Evening Post 4,010,219 3.99 
Collier’s . .. . . 3,140,371 3.87 
o ares 4.06 

*This is compiled from Publishers’ StatementsJto the 
A.B.C. for 20 of the 22 Sunday newspa which distribute 
The American Weekly. The Publishers’ F “stimate (111,000) for 
the New Orleans Item which became a distributi unit 
March 5, 1950 and the Publishers’ Estimate (450,000) for the 
Atlanta Journal and Constitution which consolidated June 4, 
1950, are included in these figures. 

THE AMERICAN 
\VEEKLY Circulation 

in the World 

“(A Hearst Publication’’ 

MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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New Merc-O-Matic 

Transmission Gets 

Special Promotion 
Detroit, Oct. 20—Ford Motor 

Co. last night and today ran large- 

space copy in hundreds of newspa- 

pers to announce that the 1951 
Mercury will have Ford’s new au- 
tomatic transmission. 

This Merc-O-Matic will also be 
heralded in “formal announce- 

ment” ads Oct. 23-24. Mercury ads 

will appear in 1,650 newspapers 
in 1,369 cities and towns. 

In addition, Lincoln-Mercury 
Division’s introduction of the 

transmission and ’51 models will 

run in Collier’s, Life, Look, News- 

week, Pathfinder, The Saturday 
Evening Post and Time. Color 
spreads will be used. 

It will be emphasized on the 

| dealer-sponsored “Toast of the 
| Town” TV show, seen in 35 mar- 
| kets. In non-TV markets dealers 
will use radio spots extensively. 
The outdoor announcement will 
appear on 5,000 boards at 1,112 
“dealer points.” 

In addition, the packaged dealer 
aid materials are called the most 

comprehensive ever used for Mer- 
cury. Kenyon & Eckhardt is the 
agency. 

Starts ‘Independent Banker’ 
Independent Banker, a new 

trade publication for the nation’s 
14,000 independently operated fi- 
nancial institutions, has been 
started in Minneapolis by Roger 
Lewis, formerly with Commercial 
West, editor and publisher. In- 
itial b&w page rate is $160; sub- 
scription rates have been set at 
$6. The first issue is planned for 
the end of the year. Offices are in| 
the WCCO Bidg., Minneapolis. 

19 More Business 

Papers Raise Rates 
Cuicaco, Oct. 20—Nineteen more 

business publications raised their 
rates last week. More than 100 of 
the nation’s business papers have 
by now boosted their rates this 
year, most of them since July 1. 
A check of 92 of these publica- 

tions shows an average increase 
of 15.6%. A breakdown shows 27 
have raised rates up to 10%, 32 
from 10 to 15%, 17 from 15 to 
20% and 16 are up more than 
20%. 

A similar check by AA of 46 
magazine rate increases announced 

in the past four months shows 29 
have raised rates up to 10%, 
eight are 10-15% higher, four are 
15-20% higher and five are up 
more than 20%. The magazine av- 

| erage is 12.5%. 

Increases announced this week: 
Mill & Factory increased its basic 

b&w page rate from $425 to $490, 
effective Oct. 1. 

Optical Journal raised its base 
rate from $130 to $150, effective 

Oct. 1. 

Liquor Store & Dispenser raised 
its base rate from $555 to $620, 
effective Oct. 1. 

Jewelers’ Circular-Keystone in- 
creased its base rate from $190 to 
$220, effective Oct. 1. 

American Machinist will in- 
crease its base rate from $390 to 
$440, effective Jan. 1, 1951. 

Fueloil & Oil Heat will raise its 

base rate from $230 to $260, ef- 
fective Dec. 1. 

Bus Transportation will up its 
base rate from $345 to $375, ef- 
fective Jan. 1, 1951. 
Chemical Engineering will in- 

crease its base rate from $450 to 

$505, effective Jan. 1, 1951. 

N1O 

TRE 
TE SUG 

Company WILL ApPRECIA 

arsH ALL. ‘ 

Jv E at point of origim 
D TIM STANDAR "he date line on celegrame and day letters is 

GESTIONS FRO 
m ITs pat 

— us, Mr. B. We tikes that being Divi- 
sional Merchandise Manager of one of the 

_ nation’s great stores calls for prompt, daily 

"business _ news coverage... the kind that 

only RETAILING DAILY can terpenes sche 

_ by RETAILING DAILY among key home fur- 

_ nishings retailers, that we’d just like to call it _ 
to your attention ... and then let it speak for 

Retailing Daily = NO. 1 HOME rmsines BUSINESS PAPER, covering: 
FURNITURE & BEDDING — CURTAINS & DRAPERIES * FLOOR COVERINGS | CHINA & GLASS + GIFTS & DECORATIVE ACCESSORIES 

sin atlas nail aaa HOUSEWARES + | MAJOR APPLIANCES * RADIOS, PHONOGRAPHS, RECORDS +° TELEVISION 

Advertising Age, October 23, 1950) 

Women’s Wear Daily raised i 
over-all rate about 15%, effective 
Oct. 15. A 2% cash discount, net 
ten days, after agency commis~- 

sion of 15% is deducted, will be 
deductible on the new rate con- 
tracts but will not be allowed on 
current contracts at the old rates. 

Daily News Record raised its 
over-all rate 15%, effective Oct. 
15. The same 2% cash discount 
will apply as on Women’s Wear 
Daily. 

es Factory Management & Main- 

tenance will increase its base rate 
from $660 to $744, effective Jan. 
1, 1951. 

Fleet Owner will up its base 
rate from $290 to $345, effective 
Jan. 1, 1951. 

Lithographers’ Journal will raise 
its base rate from $115 to $130, ef- 
fective with its January, 1951, is- 
sue. 

Food Industries will increase its 
base rate from $420 to $470, ef- 
fective Jan. 1, 1951. 

Product Engineering will raise 
its base rate from $400 to $450, ef- 
fective Jan. 1, 1951. 

Chain Store Age will increase 
its over-all rates about 10% on its 
Variety Store Combination, Gro- 
cery Executives, and Grocery 
Managers combination editions, 
effective Jan. 1, 1951. 

Progressive Architecture will 
raise its base rate from $385 to 
$425, effective April 1, 1951. Pres- 

ent advertisers and new adver- 
tisers under contract before 1951 
will be protected until July 1, 
1951. 
Food Service News will up its 

base rate from $430 to $510, ef- 
fective Jan. 1, 1951. 

Railway Purchases & Stores in- 
creased its base rate from $160 to 
$176, effective Oct. 13. 

‘U. S. NEWS’ GUARANTEE 
REMAINS AT 350,000 

‘| New York, Oct. 19—In reporting © 
that U. S. News & World Report 
will not increase advertising rates 
(AA, Oct. 16), the publication’s 

ats. 

circulation guarantee was incor- — 

rectly stated. The guarantee re- 
mains at 350,000, although circula- 
tion is now over 400,000. 

Videodex Opens NY Oftice 

waa 

nines, 

Jay & Graham Research, Chi- © 
cago, publisher of Videodex TV 
ratings, opened a service bureau at 
342 Madison Ave., New York, last 
week. The office will make data 
compiled on 3,000,000 IBM cards 
in the past three years more readi- 
ly available to eastern clients. 
Fifty-four companies subscribe to 
the service. 

“Ideas for 

Kitchen Cabinet 

Built-ins” 

Swing-out bins, oversize 
utensil storage shelves, 
stand-up utensil cabinets— 
these are typical of 16 “blue- 
printed” ideas you'll find on 
Pages 55 & 56 of PRAC- 
TICAL BUILDER for Oc- 
tober, 1950. Refer to your 

“PRACTICAL 
BUILDER” 

| | ! ® 
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4 a Want better results from your advertising at the point- 

| of-sale? We can build you displays that sell—displays of 

every kind from a giant outdoor sign to a MysTIK Self- 

Stik Label for right on your product. Our business is 

} strictly Advertising at the Point-of-Sale—ideas, design, pro- 

duction, even complete distribution to retail outlets. We 

| can handle your entire program or any part of it. May we 

talk to you now? No obligation. Chicago Show Printing 

' Company, 2640 North Kildare, Chicago 39; 400 Madison 

i Ave., New York—Offices in Principal Cities. 

REPRESENTATIVES: A few choice territories 

Satin rayon showroom banner, 

36 x 48. A rich, beautiful dis- 

play with a sales point! 

MysTIK gets it up! And here 

the “Self-Stik” Mystik Bottle 

Holder supports an actual 

bottle, makes a striking mer- 

chandise display. 

A striking cardboard display with action! Garage door opens (right), 

closes (left) to tell a dramatic story. 

Lights! Action! This 60” x 32” dimensional cardboard display stops shoppers 

with an on-and-off flasher light in the lantern and “Merry Christmas.’ 

still available, Write for information. 

1950 

tive ‘ : ; 

net NG ae SA ? ; ett Soot eee ; ; hee i ae : ae. 

nis- DP teee § ee tae, ; oh aa é si 

on~ PT LN SSR gts oh es UN ale spd 

ites, § ‘ ‘ Esp ies 
— - eX av 

J a ee ee on “ae a 
darn ae ede = 

ST Hl 
| PN ee “g 

| | Caboric 

| x Ey es ‘ eer 
, , io iste 

| E , , 

We Recommend. a : 
| i . Bite co ee e | MELROSE ve pee 
| . i ‘ ? ‘= 

el- 3 
oe 4 ar Fy i 

2 4 

' 2 for 00 gthtnS., 
ise : code 4 ; 

ef- 
| , — 

| 

—s A * 

ee ’ ea ; 

' a 

x Eysecee 
2... fos Ba 

Pricer) os: 
)ONDON PRY “4 lr 

G in‘ ; oe J 
Neer ae acres 
=e ge ae 

C+ eee ill 

* a 

4 : > aha Peet 

~ fr f Ss r 4 fo 

‘ ¢ 7 i o i i 

ke a, Zt es Peak 

, 7 ke... be Pia eee Lie alle r. ; ’ 4 , ON 2 ee 

sve -— ae lll een 
Tye ks Geet 

é 7 fee ae So . 4 ds 6 Meecney 
‘ a a ee Eas a : i 

| @ 1oo0 Rt. i PS a a : a eae 
: Ved Be ela nec le shee ; fe ale arn - Foca d | ' ig ao eee av 

‘ - v ° 

g it Hh : 
4 og ete + 

—— Ee , ’ 
: Agi ry jes . 

Cn i ye oe tae se od 

ge ad ee? x Bee ei all , ye uy a 4 — ee : i 

ae. a eS ae : : 2 : 
— : as pea ere. 

: Pe we Pate See e ree my See phe ah 2 E oe . 
3 Re rs hee ode ‘ a ees : oe i. : a th as > = te is L a ay “ay Gift ee 

oe wt in x ale ute er ela ve ae - 

i eer ae z me, BP” pray ‘ iy 2) ‘ sical am : vm " ‘ nae a — enna Pa x sey ! a0 

ie a y oa >. 2 ee ‘ ; ree 
. Sl ia a ee Bees am 43 m4 

a” - ; maf 

7 fe ox) yh 

pt eee 

ee —s. 

Ree = aioe 

Fp Raa areas = r +/7 2 

Thelen iain eae hice tS Bee Bad pas spe IE ie Sd Sc hee cee ke ee A 
See : : Ss een Rh et ee aes OR a an ee ei eee his Ate ig PaiG te ee ; ; aoe) io tee ee < ate Ry ME OEE ERR aN he ESS | Snr te eee eee ae oy 



| Gaye eomiae 

aS 

ir 
a 

a 

6 

Big Fall Drive tor Puerto Rico Rum Comes 

in Peak Sales Period; ‘Rumsters’ to Bow 
New York, Oct. 18—The Puerto 

Rico Rum Institute announced 

last week it will spend $500,000 on 
a fall-holiday ad drive aimed at 

stimulating rum sales during cool 
and cold weather. The campaign 
will introduce promotional char- 
acters called “Rumsters”—eight 

MAIL ORDER 
ADVERTISERS 

CONSULT 
MARTIN ADVERTISING AGENCY 

15A East 40th St., New York (Est. 1923) 

pasteboard, gremlin-like creations 
which consumers may use to dec- 
orate their party drinks. 

Full-page color ads will appear 
in Esquire, Holiday, Life and four | 

other unnamed national maga-| 
zines, it was said. Newspaper ads 

featuring the Rumsters will ap- 
pear week after week in upwards 
of 30 dailies in major cities. 
A 15-minute motion picture 

film in color, “Let’s Make More 
Money with Rum,” will be used | 

to stimulate rum salesmen. The 

movie tells a story about Puerto} 

institute field men in cooperation 
with display houses in key market 
areas. 

s Frank Johnson, director of pro- 
motion for the institute, said the 
campaign is based on sales charts 
which show that Puerto Rican 
rums, “contrary to popular opin- 
ion, are in greatest demand during 

the fall and winter months.” 
He said people have been er- 

roneously led to believe that rum 
is a hot-weather drink. 

“Figures from the 17 monopoly 
states (where spirits and wines 
are sold by government operated 

| Now Art Directors System 
| Curry-Risley, Advertising, New 
York, has changed the name of its 
art division from Art Directors 

| Service to Art Directors System. 
This was done in order to avoid 

|any confusion with the Art Di- 
|rectors Service, 101 Park Ave., 
|New York, a separate company 
having no connection with Curry- 
Risley. 

Colman Joins Weintraub 
Ben Colman, formerly with the 

| eastern sales staff of Esquire, has 
| joined the contact staff of William 
H. Weintraub & Co., New York. 

agencies) show conclusively that) Wilson With ‘Seventeen’ 
rum sales in December alone are 

Rican rums and outlines the ad| greater than sales in July and Aug- 
and sales promotion campaign. It 
will be shown without charge by | 

ust combined,” he said. 

Frederic Wilson, formerly as- 
sociated with De La Mare Publish- 
ing Co., has joined the advertising 

McCann-Erickson is the agency.| sales staff of Seventeen. 

“They spend the most 

where the most 1s spent” 

Copyright 1950, 

The New Yorker Magazine, Inc. 

“Yowll laugh when I tell you what I paid for this.” 

82% of THE NEW YORKER’ circulation is concentrated in the 41 city-trading areas 

where most of the retail dollars are spent. And in those 41 richest aréas, top stores rate 

NEW YORKER subscribers among their most profitable customers—a fact proven 

many times by checking charge accounts. 

Sales directly traceable to advertisements in 

THE NEW YORKER also show that NEW YORKER 

readers are not afraid of price tags. 

They spend the most where the most is spent. 

THE 

NEW YORKER 
No. 25 WEST 43nrp STREET 

NEW YORK, 18, N. Y. 

SELLS THE PEOPLE 

OTHER P EOPLE FOLLOW 

Advertising Age, October 23,'1950) 

Donaldson Asks ICC 

to Approve Parcel 

Post Rate Increase 
WASHINGTON, Oct. 19—Postmas- 

ter General Jesse Donaldson 
opened a second front in the 
postage rate war this week, using 
a little-known law which author- 
izes the Interstate Commerce 
Commission to juggle postal 
charges for parcel post, catalogs 

and books. 

In a letter to ICC Chairman J, 
Monroe Johnson, the Postmaster 
General asked a $105,000,000 rate 

hike for fourth class matter, as- 
serting that the department faces 
a $550,000,000 deficit. 

His demand for a $105,000,000 

increase compares with the ad- 
ditional $45,000,000 sought from 
these classes in rate legislation 
forwarded to Congress a year ago. 
As approved by the House in 

February, the fourth class increase 
amounted to $40,000,000, but the 

Senate version of the rate bill, still 
tied in committee, amounts to only 
$17,710,000 for fourth class. 

w The department’s new request 
involves increases of from 4¢ to 9¢ 
on the first pound of parcel post, 
depending on zone, as compared 

with an increase of from 3¢ to 7¢, 

which was asked by the depart- 
ment a year ago. Additional 

pounds are increased as much as 
three.cents. 

Rates for catalogs would be in- 
creased 2.5¢ on the first pound for 
local delivery, and 3¢ for non- 
local, Extra pounds are increased 
as much as 5¢. Book rates are in- 

creased from 8¢ for the first pound 

and 4¢ for additional pounds, to 

10¢ for the first pound and 5¢ for 
additional pounds. 

In appealing for ICC aid, Mr. 
Donaldson was following the ad- 

vice of the House appropriations” 
committee, which threatened to! 
cut off his funds if he continued ~ 

to sit back and wait for Congress — 

to approve rate increases. 

a The ICC route was used once 

before. After two years of hear-— 

ings, ICC approved a parcel post 

increase in 1932. 

On the heels of Mr. Donaldson’s 

request for a rate hike, the com-_ 

mission announced that hearings 

will be held Nov. 14. 

Fourth class mail users were 

caught off-balance by the surprise © 
move. In Chicago, a spokesman 
for the National Council on Busi- — 
ness Mail said that the council def- 
initely will be represented at the 

hearings. The fourth class users 

have contended that the major 

portion of post office deficits 
should be paid for by users of 

second and third class. 

PRINTING TYPES 
and How to Use Them 

New Book by Carnegie Press 

by Stanley C. Hiasta, Assistant Head, Dept. 
of Printing Management, Carnegie Institute of 
Technology. $7.50 

A complete, up-to-date study for: 

¢ Printers ¢ Publishers J 
© Advertisers * Editors 
* Students ‘of ¢ Advertising, Public 

Printing Relations Executives 

Brings together invaluable information, includ- 
ing: 

. Reproductions of alphabets of selected faces. 

2. An interesting and useful account of the 
origin and development of each type face. 

~ 

Explanations of distin- 
guishing characteristics, 
with illustrations. 

. Listings of types available 
from foundries and matrix 
companies. 

Suggested combinations of P S 
faces. 

. Classification of faces. 

. A clear explanation of 
how and where to use 
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various faces. 

CARNEGIE press 
Carnegie Institute of Technology 

Pittsburgh 13 Pennsylvania 
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_ CHICAGO DAILY NEWS 

CIRCULATION 
FIRST 8 MONTHS 

bol 

eee 416,004 

GAIN 129,713 
or 31% 

«CHICAGO DAILY NEWS 
TOTAL DISPLAY ADVERTISING 

FIRST 8 MONTHS 
j . ss... 10,599,328 LINES 

GAIN 5,017,252 LINES 
oo) a i a C i : C A G 0 

= DAILY 
JOHN S. KNIGHT, Publisher 

DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 

e NEW YORK OFFICE: 9 Rockefeller Plaza * MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N. E. Second Ave. 

¢ DETROIT OFFICE: Free Press Building * LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bldg. 
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Crowell Promotes Sughrue 
John J. Sughrue, associate editor | 

of the American Magazine, has) 
a been appointed assistant to E. P. 

oy Seymour, advertising director of 
ws Crowell-Collier Publishing Co., 

New York. 

Templeton Joins Ross Roy 
Marshal E. Templeton, formerly 

head of Marshal Templeton Inc., 
has been named an account exec- 
utive of Ross Roy Inc., Detroit. 

oy tv FILMS 
TV FILM FOR 

vertising with our 

downtoearth TV 

a 
1325 S. Wabash - CHICAGO 

| step taken by the commission in 

FCC Plans Probe 

of Intercity TV 

Channel Division 
(Continued from Page 1) 

it likely to have any effect on the 
time split for several quarters to 

come. 

ws The investigation is the second 

response to protests from DuMont 
and ABC. Earlier, the commission 
announced that it is considering 
a rule which would require sta- 
tions in one, two and three-sta- 

tion markets to carry programs of 
more than one network. 

The commission called attention 
to the fact that intercity TV chan- 
nels are split so that a potential 
399 hours weekly on 19 channels 
breaks down: NBC 160, CBS 114, 

ABC 49, DuMont 36, unassigned, 
40. 

Earlier, FCC said it was propos- 
ing a limit on time available to 
any one network in “scarce” sta- 
tion markets because NBC has be- 
come so strongly intrenched as to 
threaten the development of com- 

petitive networking. FCC found 
NBC averaged 65% of the network 
time in scarce station markets, 
DuMont less than 5%. 

ws FCC said NBC’s ability to line 
up station acceptances is a greater 

threat to ABC and DuMont than 
the fight over intercity relays. 
However, the two issues are close- 
ly related, for AT&T’s officials 
contend that the assignment of 
intercity relays is based on pro- 
gram acceptances which the net- 
works have from stations. 
FCC said it was beginning the 

AT&T investigation without wait- 
ing for the phone company to 
answer the complaint which was 
filed late last month by DuMont. 
The commission said its primary 
concern is the impact of AT&T’s 

Advertising Age, October 23,'1950) 

PERCENTAGE OF B & WAND COLOR ADVERTISING IN 56 LEADING MAGAZINES 

1939-1949 
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action on present and future com- 
petitive conditions in television. Colorful Brochure 
However, FCC refused ABC’s re- 
quest for an “interpretive rule” Prepared by MAB 
to force revision of current alloca- to Aid Magazines 
tions. 

All TV stations and networks 
were invited to submit statements 
by Nov. 1. 

be 
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“A few of America’s "blue chip companies” that 
have proved the advertising power of EBONY 

~—e Ss ~7 => 

=< 

; In five short years, Ebony has become the 

most widely read Negro publication in 

. the world and stands supreme today as 

: the editorial force of highest standing and 

stature in the Negro field. Ebony’s picture 

story technique has boosted circulation to 

more than 350,000 (A.B.C.) each month. 

Ebony is to the Negro field what Life and 

Look are among white publications. Starch 

Readership Survey shows why Ebony is a 

: sales-compelling advertising medium that 

should be on every national advertising list. 

Pillsbury 

: ei Lucky girike 
| Besy bag ds Schlitz | 

geechaut 
Johnson & Johnson Kotex ] 

Colgst® gayi Carnation 

General Foods 

Elgin Watch 

Poy my 

EBONY readers have 
Money to spend on 
~ nationally advertised — 

tenacious loyalty — 
be - _ 

a i 8 ‘i (Os 54 in s. Naaie? 

Mi 

, REASON: 

products and also have 

Write for free booklet today! 

Johnson Publishing Company, Inc. * 
PUBLISHERS OF EBONY - NEGRO DIGEST * TAN CONFESSIONS ay 

1820 S. MICHIGAN AVE., CHICAGO - 55 W. 42nd ST., NEW YORK - 427 W. Sth ST., LOS ANGELES © 

New York, Oct. 19—The Maga- 
zine Advertising Bureau this week 
released a new brochure which 
hammers hard on the fundamental 
advantages of magazine advertis- 
ing. 

Titled “The Absolutes of Maga- 
zine Advertising,” it provides as 
well some cogent views on the 
trends in magazine advertising. 
The ten tenets of magazine adver- 
tising listed by MAB include: 
looks, color, content, flexibility, 
selectivity, exposure, authority, 
display, volume and economy. 

In describing the various aspects 
of magazines, MAB notes, for ex- 
ample, that the percentage of color 

advertising pages in magazines 
rose to 46% in 1949; that—while © 
book paper cost was climbing © 
97.3% in 1949 over a 1935-39 base — 
—magazine b&w costs per page per 
thousand were up 3.6%, four-color 
only 1.6%; that magazine circula- 
tion has increased more, percent- 
age-wise, from 1939 to 1949 than 
have newspaper circulations, ra- j 
dio homes or passenger car reg- 

istrations. 

ee ees 

=e MAB repeats that magazines 

carried $445,000,000 in advertising 
in 1949, down slightly from 1948, © 
but “tops any figure on record for 
any other medium.” 

Further, MAB says the magazine 

figure for the first eight months 
of 1950 is the largest ever recorded 

for that period. 
In compiling comparative fig- 

ures for magazines, newspapers 

and network radio, the MAB has 
again affronted newspapers by 
weeding out from newspaper totals 
the 296 advertisers which the Bu- 
reau of Advertising, ANPA, con- 
siders national and MAB calls 
“local or narrowly sectional... 
even though their advertising © 
($27,167,389) was carried at the © 
newspaper open line rate.” 
MAB also rapped newspaper 

statistical methods, asserting that 
“newspaper expenditure statistics 
include many local advertisers, 
because of technicalities inherent 
in the collection of newspaper ad- 
vertising records.” 

Rn, Saar Ria. 

a This is precisely the charge 
leveled by the MAB earlier this 
year when it asserted that news- 
paper figures are inflated and that 

magazines were the top medium in 
1949 billings (AA, Aug. 7). 
The Bureau of Advertising 

promptly cracked back (AA, Aug. 
14) that its figures were not based 
on projections, did not contain co- 
operative advertising, and defend- 
ed its method of selecting ‘“na- 
tional advertisers” as fair and 
having “the virtue of consistency 
—which MAB’s list of local and 
regional advertisers does not.” 

Meissner & Culver Appointed 
Christy Chemical Corp., Wor- 

cester, Mass., maker of Drygas and 
originator of the Christy carbure- 
tor cleaning service, has appointed 
Meissner & Culver Inc., Boston, as 
its agency. 
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\PARENTS' 
zo MAGAZINE 

3 

RTISED yA 

This seal inspires confidence and increases sales! Send today 
for data on obtaining this Seal for your product. 

52 Vanderbilt Ave., New York 17, N. Y. 

ied more pages of advertising this year than last! 

ON REARING CHILDREN FROM CRIB TO ‘COLLEGE ||! 
- AND SUCCESSFUL HOME MANAGEMENT o - 

| 1950... 19491 F 
PARENTS’ MAGAZINE in 1950 carried more pages of advertising and realized greater 

advertising revenue than in 1949! What is more, circulation production in 1950 also 

smashed all records, resulting in the new guarantee of 1,250,000 ABC effective with 

the March 1951 issue. 

But this will come as no surprise to advertisers who know their media and their mar- 

kets. PARENTS’ MAGAZINE has long been recognized by parents and advertisers alike 

as the authoritative guide to all phases of family living and family spending. 

Today there are more children and more families with children in the U.S. than ever 

before in history, thus bringing into ever sharpening focus PARENTS’ MAGAZINE’s 

potent contribution to the well-being of this big-buying audience that spends each year, 

more than all other markets combined. 

PARENTS’ MAGAZINE gives the advertiser more consumers per copy than any other 

magazine! Virtually all other magazines have 50% of their circulations in families 

where there are no children, families where there is less spending. Only PARENTS’ 

MAGAZINE among major magazines reaches virtually 100% families with children. 

Remember: MOTHERS buy much more than WOMEN! 

Send today for your free copy of new valuable booklet on “The Children’s Decade”’ 

and new government data on population and family spending. . 

| < 4 : ag OO eel a 
} * ber —s it 

: ee : ; - vee vs the. 
a - 

2 
‘ i f . 

ie Maes ¢ oe ye 

; 

ee =a ee Sine art : 

; a Sop eee aM 

4 Pe? . i 
4 ‘a 

i 

Me ; - i ee aoe ' 

a ay wita \ i, w™ 

9 : ‘2 a <€ INE ee’ 

ty = 4 a , 

a : Ey ea “Pee ; 

2 a ee: “sy a 
ga- 4 * : ‘ a et 

| , $ : . ee eee : eek ; _ 4 1 : 
lich : eh " 4 , E : 

“+ » 7 ’ We at al * . 

ital si - : watt a a ; = 

tis- a ga SS a ng ge 

a- > ‘ a re ary” elena - : 
o ay os » a" a ‘ yee ———- 

j te a oe = a a ae : e: lees ee is F ae ee ee + om ee 7 - di hae 
: te 4 ie. eee " Boe. : on cr oe 

ity ae % ” ad Bi) ea S. ye . ae eee 7 “ ea eee, Orne 
’ - 1 sa Te i ce Ol. — ae ay tee 

ty, i “4 a ARG no » Sead cea, og ete ns 

é ren te ee Oe Bree oe ee eee cts | ts a. ks a _ i =e ete 
X= ; fee sks Mee a mene Pe “m aa a ne a 
lor — ; a ae eS a — : 4 at 

y  : ) ae ee oe a. ——_ Sug sa ae He ve 

me . § 4 ee a Fs 2, alee Ae a eee 
lie P 2 f 6a ee 1 ‘ ‘te ‘ Es ie ee . 4 ' — 

} im 4 8 a ee moe =, son ees 
ng | in ? ce fi, a Re EF SS ee 
ase : Py gre er ee ee (ea ee: rae ‘ i ee 

oe bes eee a ae ae ayes vo a 
ria: Til, es aa, 3 ‘ od Breage 

~ ee = meee 2 ee Be tome oe oe Spee De 

a 3 i eee” i Boe a cial 
an Re: 
‘a- Pity 
‘g- i z i 

es a 
ng | ee 

; + < 

8, beg 

or : 

‘ es 

a oe 
hs x 
ad Fie 

: 3 

B- = ’ 
< 

rs a 
aS S 
yy ‘ 

- @ car 
4a 

1- ey 4 

ls die ; os Ee ' 

* oe J é - q 

; 

ie ae : SF * 

P. v2 e. 

at es “Sp 4 
Ss oe ; : Me 

S, me ve ‘¥ 
it 4 ees er : . fa 2 

- ie a 
La 

e re” : : a2 
- Fe a ; ; os ie 

€ tie ‘ir 

= rie 

[oo Te cas, 
; : Phen” \, Se wo) eee 
4 bs : : x i aA cA 
— seorae ae oe Pee 
+] € e a hes? reg = iy ve en 

. AY BY THE Qn wid 
; | © CONSUMER 7) 

4 BUREAU ce 

SS 

a a A: gg SC aE iE NB Re PR i Gea NRE POT) Nat IMR SMA et RS 

7 7 Brie ery Ae af yee rhe Yee wale eae ig a ae oe 4 at ie an a BME tee Shea ae = ne ef ie “ag i Sey) icy ylinery pti "Eber ame ils fis ray fue 



10 

Federal Boiler to Kameny 
Federal Boiler Co., Midland 

Park, N. J., has appointed Sey- 
mour Kameny Associates, New 
York, to handle its advertising. 
Plans are being prepared for con- 
sumer and business paper adver- 
tising and direct mail. S. Frederic 
Auerbach Co., New York, formerly 
serviced the account. 

Tragerman Resigns Ad Post 
Morris Tragerman has resigned 

as principal and art director of 
Franklin, Bertin & Tragerman Inc. 
He has not announced his plans as 
yet. 

| GF Promotes Willard Brown 
| Willard P. Brown Jr., formerly 
assistant to Howard Chapin, di- 
rector of advertising of General 
Foods, New York, has been pro- 
moted to assistant to Charles G. 
|Mortimer Jr., vice-president ih 
charge of marketing. 

Howard Smiley Joins KSMO 
Howard J. Smiley, former sta- 

tion manager of KCRA, Sacra- 
mento, Cal., has been named man- 
ager of KSMO, San Francisco, suc- 
ceeding George Arnold Jr., who 
has been called to active service 
with the Army. 

MELVIN, 
NEWELL: 
RECTOR, inc 

creators of 
properly planned 

publicity 

A idblec Kelalina 
HOLLYWOOD PLAZA HOTEL 

HOLLYWOOD 28, CALIF. 

Gladstone 1131 Teletype L.A. 710 

Arrow Combination 

Sport-Dress Shirt 

to Bow in January 
New York, Oct. 18—Cluett Pea- 

body & Co, is planning to back 
its Arrow men’s wear line with 
the biggest six-month campaign 

| yet undertaken in the company’s 

}100-year history. The _ drive, 

which gets under way in January, 

will have a budget of more than 

$950,000—the previous high for a 

| half-year push. Young & Rubicam 
| is handling the account. 

The ad schedule includes multi- 
ple full-page and spread insertions, 

mainly in full color, in Collier’s, 

Esquire, Good Housekeeping, Life, 
Quick, The Saturday Evening Post 
and Time. Ads are also planned for 
the Scholastic magazines and 200 
college newspapers. TV _ spots, 

ranging from four to nine weekly, 
are scheduled for stations in New 
York, Chicago, Los Angeles, San 
Francisco, Detroit, Boston, Cleve- 
land, St. Louis and Philadelphia. 

Emphasis will be placed on 
strong selling copy and displays, 
featuring such innovations as the 

new Bi-Way convertible shirt with 
its Arafold collar, constructed on a 
new principle which combines 

sport shirt comfort with dress shirt 
appearance. 

Promotion plans include a newly 
designed series of store displays 
with related features for store win- 
dows, interiors and counters, plus 
a promotion kit for retailers which 
includes sample newspaper ads, 
mats, radio spots, direct mail 

broadsides and consumer folders. 
One major selling theme for 

each month is to be featured in the 
advertising and promotion. In ad- 
dition, certain large volume items 

will be played up. The monthly 
promotions include: 

s White shirts for January; white 
shirts with red neckties for Valen- 
tine’s Day themes in February; 
“Easter Parade” for March; “Na- 

tional Arrow Week” and “Outdoor 
Living” in April; “Arazephyr” en- 
semble for May; Father’s Day and 

Detroit 

453,684 
highest weekday circulation 
of any Michigan newspaper 

565,659 
highest Sunday 
Detroit News" 

A.B.C. figures for 6-months 

period ending March 31, 1950 

.»- and Department Stores in Detroit 

depend on THE NEWS fo deliver it! 

Daily contact with customers makes department stores experts 

on pulling power. In Detroit, department stores leave no doubt 

as to which newspaper they and their customers prefer. The 

records show that for the first nine months of this year, 

Detroit’s department stores placed more linage in The Detroit 

News than in both other Detroit papers combined! Such over- 

is unique. 

circulation in 
history 

whelming supremacy by one newspaper in a major market 

Detroit department stores’ linage for the first 9 months of 1950 

NEWS 

5,595,967 

FREE PRESS 

2,331,746 

TIMES 

3,069,942 

owners and operators of radio stations WWJ, WWJ-FM, WW4J-TV 

Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicogo 

Advertising Age, October 23, 1959 

Introducing “BI-WAY ~ worlds most comfortable shirt 
_ with Arrows revol:tonary new ARAFOLD collar / 

Seeteretan _ 

oer | ARROW SH/ICTS 
~ I ond Tid ; 

_— 5 
&< Sawing owe cand 100 vom) af Wyle mwdercbip bar mene! 

NEW COLLAR—This ad, introducing the 
Bi-Way shirt with Arafold collar, is part 
of a six-month campaign which Cluett, 

Peabody & Co. begins in January. 

“Lightweight Living” for June. 
The six-month campaign, which 

will mark the start of Cluett, Pea- 
body’s second century in business, 
will also include a special cen- 
tennial display. This will show 
portrayals of the typical Arrow 
collar man, one of the best-known 
figures in advertising in the first 

quarter of the century. Arrow col- 
lars were first advertised nation- 
ally in Harper’s Magazine in 1890, 
and the Arrow collar man was in- 
troduced in 1903. 

Opens West-Pacific Agency 
John D. Tuttle, formerly with 

H. J. McGrath & Associates and, 
prior to that, with Martin & Tuttle, 
Seattle agencies, has organized 
West-Pacific Agency Inc., with 
offices in the Lloyd Bldg., Seattle. 
Accounts include Fentron Steel 
Works, Trim-Set Corp., Preferred 
Casualty Assn. and L. N. Robert- 
son Co. A new radio promotion 
has been launched for Preferred 
Casualty, which is sponsoring the 
Washington state patrol safety 
program, “Could This Be You?” 
aired over KVI, Seattle, and eight 
other stations in Washington and 
Oregon. 

Radio Sales Names Two 
Hugh J. Stump has been named 

radio sales manager, and Lamont 
L. Thompson, television sales 
manager, for the San Francisco 
office of Radio Sales, CBS sta- 
tions representative. Mr. Stump 
was formerly an account executive 
in the sales department of KCBS, 
San Francisco, and Mr. Thompson 
formerly handled Radio Sales TV 
spot business in the local office. 

Kellogg Signs Radio Series 
Kellogg Co., Battle Creek, Mich., 

has signed for the 25-minute per- 
iod from 5:30 to 5:55 p.m., Mon- 
days, Wednesdays and Fridays 
over the full Mutual Broadcasting 
System net, beginning Monday, 
Jan. 1, 1951, to air the “Clyde 
Beatty” program. The show will 
be repeated by time zones. Leo 
Burnett Co., Chicago, handles the 
account. 

PEANUTS| 
Send or call for the complete bulletin 

“Metropolitan New York Test Market #1" 

Study the facts and you will find you can 
test a ical segment of Metropolitan 
New York, , for 

ee0 anuts com- 
th any other media giving the 

complete, concentrated coverage of 

THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside" 

NATIONALLY REPRESENTED BY 

BOGNER & MARTIN 
295 Madison Ave.,N.Y. « 435N. Michigan Ave., Chicago 
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What makes a newspaper great? 

*HEY, POP, THE ONE IN THE 
MIDDLE IS AXEL HANSEN !” 

Crops are coming along fine on one 
of the most unusual farms in the Upper 
Midwest. Thousands of ringnecked 
pheasants are strutting through 
the thickets and rocketing across 
the fields. And even larger numbers 
of mallards are quacking noisily 
in the marshes. Visitors throng to 
Glendalough Game Farm near Battle 
Lake, Minnesota, to get a look at the 
man and the establishment which, in 
the opinion of many sportsmen, are 
making one of the large private con- 
tributions in the United States to the 
restoration of upland game birds and 
migratory waterfowl, through hatch- 
ing, raising and releasing thousands 
of pheasants and ducks each year. 

The man in the middle of this 
fascinating 1,200 acre wildlife farm is 
Axel Hansen, Agricultural Director of 
the Minneapolis Star and Tribune, 
who superintends the Glendalough 
project operated by these newspapers. 
In fact, Hansen has been the man in 
the middle of so many Upper Midwest 
farm projects that farmers have a 
hard time keeping track of his varied 
interests and enormous achievements. 

Turkey raisers regard with awe his 
Glendalough flocks of giant gobblers 
hatched from the farm’s own incuba- 
tor eggs. 

Cattlemen know Hansen as one of 
the best livestock judges in the na- 
tion, and superintendent of cattle at 
the great Minnesota State Fair. 

Farmers know him as an agriculture 
expert who drives more than 40,000 
miles a year attending farm meetings 
and addressing conferences...as a 
director of many farm organizations 
...€a8 a correspondent who answers 
multitudes of letters from farmers on 

farm problems, and still finds time to 
operate his own 400 acre farm in 
Northern Minnesota. 

Minneapolis Sunday Tribune read- 
ers know him as writer of one of the 
most useful farm columns in American 
newspapers, who not only reports, but 
also makes farm news in his busy 
circuits of the Upper Midwest. 

Like many of the friendly experts 
who staff these newspapers, Axel 
Hansen regularly shares his exper- 
ience and knowledge with his readers 
— just one of the helpful services 
which make and keep the Minneapolis 

| _ Star and Tribune the best-read, best- 
liked, most respected newspapers in 
the Upper Midwest. 

Minneapolis 

Star xd Tribune 
EVENING MORNING & SUNDAY 

610,000 SUNDAY - 480,000 DAILY 
JOHN COWLES, President 
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Color TV or Colorful Language Only? 
The color television situation has reached the point where even the 

most staunch advocates of continued black and white are seeing red 

and talking purple words. There is every indication that it will stay 

in that stage for some time to come. 

What is actually likely to happen, as far as the common, garden 

variety of TV viewer is concerned, and what effect is the rumpus 

likely to have on the TV advertiser? 

As far as can be determined at the moment, there are likely to be 

a number of effects of the color TV decision issued by the Federal 

Communications Commission: 

1. The public, including advertisers, will be confused and disturbed, 

for a limited period of time. Set sales will probably drop off until the 

situation stabilizes. 

2. Adapters for b&w sets already in the hands of the public, as well 

as a limited number of b&w sets with adapters included, are sure to 

appear before too long. But our guess is that they will appear in ex- 

tremely limited quantities, and that they will make a good deal more 

news in newspaper columns than they will in dealers’ stores. 

3. Under the best possible conditions—that is, on the wholly vision- 

ary assumption that everyone in the industry will turn to CBS color 

with vim and vigor—it will be at least a year before there is any 

appreciable number of color receivers in the public’s hands, or any 

appreciable number of color telecasts on the airwaves. 

And, if our suspicions as to the demands which the military are 

likely to make on radio and electronics producers during 1951 are even 

near the truth, this “best possible picture” may turn out to be fantas- 

tically over-optimistic. 

4. Black and white telecasting—and receiving—will go on as is, for 

an appreciable length of time. 

In other, and more specific words, it seems that the industry has 

been faced with a whole new set of tremendous problems, but the TV 

advertiser who is smart will continue on his way without too much 

concern about what the future will hold. He will have to keep abreast 

of color developments, of course, but he is in no immediate danger 

of losing any of his present audience. Those who have sets will con- 

tinue to use them pretty much as they have in the past, until the sit- 

uation is a great deal clearer than it is now. At worst, the rate of audi- 

ence growth may be slowed up temporarily, but only temporarily. 

One other thought: It is unpleasant, especially for the networks 

and manufacturers, to be faced with this host of new problems at 

this time. But in the long run, the problem of color must obviously be 

faced and met. Therefore, we still believe that the sooner it is met, the 

better. And certainly the FCC’s action has brought the matter to 

a head; it will have to be resolved, and fairly quickly. 

Is Advertising Too Powerful? 
The sensational rise of Dudley LeBlanc’s Hadacol, as the Louisiana 

state senator related it to the Dallas Advertising League the other day 

(AA, Oct. 16), frightens us more than it pleases us. 

Certainly Hadacol is the current example of the power of adver- 

tising and showmanship to sell merchandise, but we have a suspicion 

that for this very reason the Hadacol success story is going to make 

a large number of responsible citizens think less kindly of advertis- 

ing than they previously thought. 

There is too much of the flamboyant, too much of the “medicine 

man” pitch, too much emphasis on the advertising and the showman- 

ship, and too little on the merits of the product. 

There is, in short, at least a suspicion that advertising and show- 

manship are doing too good a job in this particular case. Not too good 

a job for Sen. LeBlanc, of course, but too good a job for the over-all 

welfare of advertising. 

—Lichty, Chicago Sun-Times 

“It's no mere coincidence, Sneedby, that as manpower gets scarce 
the ‘drop dead’ notes increase...” 

What They're Saying 

Church and Business 
I believe it is the duty of busi- 

ness men—and a duty they owe 

both to the church and to business 
—to take a more active part in 

church affairs... 

To the church first, because bus- 
iness owes an enduring debt to the | 

| its endeavor through lectures, de- church for the climate of honesty 

and fair dealing, and individual 

freedom, in which we in America 

do business; and second, because 

we want the church to be sound 
and practical in its approach to 

economic matters which properly 

concern a body of Christians. 

Church leaders are naturally 

idealistic, and sympathetic with 
the unfortunate. They are under- 

standably attracted to any system 

that promises a bettér break for the 
common man. They are also ac- 

customed to dealing with men who 

have a regard for the truth, and 

hence tend to be easily misled 
by the “ready promisers” and the 

plausible proponents of such pan- 

aceas as socialism or the gentler 

forms (if any such there are) of 

communism. 

At first blush such schemes ap- 

pear attractive to many. They were 

attractive, indeed, to the early 
Christians until it was found that 

such systems simply do not work. 
Equal sharing sounds good until 

the loafers begin to take advantage 

of the hard-working and we face 
the age-long fact that rewards 

fairly proportioned to effort and 

ability are necessary to insure 

hard work and high productivity 
by free men. 

Unless the practical-minded men 

of business take the time and 
trouble to point out the facts of 

history, and the serious flaws in 
these widely touted old-world 

systems that have failed so miser- 
ably in practice, church leaders 

are likely to be swung to the left. 
—Robert Wilson, chairman of the 

board, Standard Oil Co. (Ind.), to 

board of directors of National Assn. 

of Manufacturers. Quoted from the 

September, 1950, issue of “Trends.” 

Experiment in Citizenship 
In the fall of 1949 Joseph E. 

Seagram & Sons Inc. attempted 

| demolished 

an experiment in citizenship. A 

program entitled “Government and 
Participation” was commenced 

with the express purpose of in- 
teresting company personnel in 

the responsibilities of voting and 

political participation. The pro- 

gram was, of course, non-partisan; 

bates and publications was to em- 
phasize the powerful necessity of 
popular alertness in political mat- 

ters and government. 

We live in a world of chronic 

crisis. The past 35 years have 
made it evident that no system 

of values, however remarkable, 

can expect to survive without 
strenuous efforts of defense. En- 

ergies of terrifying change have 

the foundations of 

some of the planet’s proudest na- 

tions. In America there is still 
social peace, still prosperity, and 
the individual may with assurance 

set high ambitions for himself. But 

all that is unique and precious in 

America needs protection. That 

protection can only come from the 

widest support of the voting popu- 
lation committed to maintaining 

the liberties which have character- 

ized our history. 

The “Government and Partici- 

pation” program included as in- 

troductory material the five essays 

compiled in this pamphlet. They 

represent a brief but comprehen- 
sive survey of the distinguishing 

traits of American political life. 

As such they are offered to any 

industry possibly interested in 

launching its own education pro- 
gram and to schools and civic 

groups wishing to reassess the 

astonishing heritage of our nation. 

—Foreword to “Government and Par- 
ticipation, A Primer of American Pol- 
itics,” a booklet published by Joseph 
E. Seagram & Sons, Louisville. 

Essential Ingredient 
When asked why it was that 

when the San Quentin prisoner de- 

bating team was pitted against 

those of colleges the prisoners al- 

ways won, Warden Clinton T. 
Duffy replied, “They have more 

time for research.” 
—*‘The Reflector,”’ research report of 

National Newspaper Promotion Assn. 

Advertising Age, October 23, 195 

Rough Proofs | 

Fred Allen says it’s a lot easie 
to ad lib on the radio than to mem. 

orize your lines for TV, especially 

if the cue has to come from a pup. 
pet. 

Gov. Tom Dewey has announced 
that he will not run for Presiden} 

again, but Joe Louis is already 
talking about another fight with 

Ezzard Charles. 

Even good publicity has its 
limitations. After beating Notre 

Dame, the Purdue eleven discov- 

ered that Miami of Florida hadn't 
read their clippings. 

Prospective purchasers of TV sets 

admit that they’re now just about 

as confused as prospective pur- 
chasers of TV and radio stocks 

seem td be. 

Incompatibility is considered 

sufficient grounds for divorce in 
some states, and it may be the 

principal defense the set manu- 
facturers have for not going along 

with the FCC on color television. 

Gladys the beautiful receptionist 

says she sees Senator Kefauver’s 

committee finds the rackets are 
getting control of legitimate busi- 

nesses, and she thinks it’s nice 
they’re trying to reform. 

The Classics Club is offering vol- 

umes of Plato and Aristotle to new 

members, and the latter won’t even 

have to prove they’re going to read 

the books. 

Few of the car builders quote 

a price in their magazine ads, and 
the copy is so good it’s hard to 
tell the difference between a Chev- 

rolet and a Cadillac. 

“Billy Rose,” says Thomas A. 

Edison Inc., “is one of the busiest 

men in the world.” 
He writes a column just to take 

his mind off his business. 

Ken Solomon, formerly corset 

news editor of Women’s Wear 

Daily, has been made sales promo- 

tion manager of Bien Jolie Inc., 

New York corset manufacturer. 

Now he has everything under 
control. 

Advertisers continue to insist in 
their public pronouncements that 
they regard the agencies as their 

working partners, and of course 

they can’t be blamed for putting 

the emphasis on “working.” 

“Write, giving full particulars, 

past experience and salary de- 
sired,” says the classified adver- 

tiser. 

Desired or expected? 

“What do people in Pittsburgh 

do on Sunday?” asks the ad. 

With the newspaper mailers’ 

strike on, chances are they just 

stood in bed. 
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USUAL GUIDES MISGUIDE WHEN YOU’RE BUYING SPACE 

IN AMERICA’S 3*¢ MARKET! 

Here’s how official figures confuse— 

in Philadelphia! Total sales figures 

for the Borough of Millbourne in 

Delaware County, Pa. . . . estimated 

at $15 million! Population . . . only 

250 families! What the statistics 

don’t show are: a huge department 

store, a super market, and several 

successful businesses... all down 

the street from these modest homes! 

Most confusing “‘guide”’ of all is the 

official boundary line for Philadel- 

phia, itself. 1950 census proves what 

The Inquirer has said for years. The 

vital, growing half of America’s Third 

Market is outside the city limits. 

New census figures show a sensa- 

tional growth in the 13-county area 

adjacent to the city proper... 

22.7% more people as compared 

with a 6.5% increase for Phila- 

delphia city. 

That’s why you need The Inquirer. 

Intense city coverage—plus—circu- 

lation that penetrates well into the 

surrounding suburbs and towns, of 

this $4,000,000,000 market. 

The Philadelphia Mnguirver 
Philadelphia Prefers The Inquirer 

Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 

Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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We are pleased to announce that, effective with the provided adycrtisers with a progressively broader cov- 
January 1951 issue, SPORTS AFIELD will increase its erage of the sportsman’s market. 

circulation guarantee to 800,000, thus continuing to pro- In spite of constantly increasing costs experienced in 
vide advertisers with the largest guaranteed circulation — every department of our business, we are pleased to 
in the sportaman’s field. point out that our advertising rates basically (cost per 

Since ‘assuming circulation leadership in 1942 with an — black and white page per thousand guaranteed circula- 
ABC guarantee of 300,000, SPORTS AFTELD has con- — tion) still are no higher than they were in the prewar 
sistently maintained this leadership in its field-and has — year of 1940. : : : 
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Ballantine, Texaco 

TV Commercials Get 

Best-Liked Scores 
New York, Oct. 17—Televiewers 

in this area found Ballantine and 
Texaco commercials the best-liked 
during September, Advertest Re- 
search reports. 

Rated in order of liking: Ballan- 
tine, 24.7%; Texaco, 24.5%; Lin- 
coln-Mercury, 22.6%; Lucky 
Strike, 13.1%, and Ford, 12.7%. 

Least liked were: Philip Morris, 
11.6%; food slicer, 5.7%; magic 
towels, 4.4%, and Pall Mall, 3.7%. 
Many respondents—12.6% of the 

756 persons interviewed—char- 
This is acterized Lincoln-Mercury com- 

mercials as the “most convincing.” 

the Account Executive who salma re oe. crore ig 
- id i ‘ 

strengthened his hold on the Agency’s| Pescticn ‘was ‘promoted be wales 
messages featuring famous per- 

best account. He introduced his sons endorsing the product. 

client to the 1,000,000* MEN who Plans 1951 Trade Fair 
s Officials of the First U. S. In- 

read and own The Elks Magazine. ternational Trade Fair, held in 
Chicago Aug. 7-20, are now formu- 

*Dec. 1949 ABC statement— lating plans for the 1951 fair to 

928,010 circulation —a substantial | be held in Cinenee. The date Pad 
next year’s fa as been set for 

bonus over guaranteed 850,000 Sept. 8 to 23. 
on which current rates are based. 

YOU'LL SELL IT... Méerls Opens Agency 
Harry W. Morris, formerly with 

iF YOU TELL IT IN Bill Vernor Advertising, San Fran- 
cisco, has opened his own adver- 
tising agency in the Pacific Bldg., 
San Francisco. 

S. 

Joins Sawyer-Ferguson 
Richard Smiley, formerly with 

Foster & Kleiser, has joined Saw- 
AR fecccccccccccccccce . New York + Chicago + Detroit 

Los Angeles + Seattle yer-Ferguson-Walker Co., news- 
paper representative, in San Fran- 
cisco. : 
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The name Manz means one dig, 

efficient team, ready to score for you on any F Bag 

printing or engraving problem you might 

have. With 120 printing beds, there is sure 

to be a size to economically fit every job! 

We are as close to you as your phone. 
RAVENSWO ‘ 
Chicago 13, Hlinois If you are not one of the many Manz satis- 

ORAS ETAND 21000 fied friends, call and one of our represent- 

atives will gladly drop in and acquaint 

you more thoroughly with the advantages 

Mawnz has to offer. 

From the creative departments to the 

finished printed product, this big team has been 

a leader in its field for 84 years! 

x 

AO €-rer¢e #2 e CHICAGO . SO&TeOoirT e NEW YORK 

Advertising Age, October 23, 1950) 

Unofficial solver of the what-to-give-at-Christmas problem for 
Chicago admen is Jack Flavin, former acct. exec. at Ruthrauff & 
Ryan. When his eyes failed a few years ago, he set up shop as a 

one-man magazine subscription agency at his home, 8240 S. Prairie 
Ave., and last year placed several thousand magazine gift subscrip- 
tions for local admen. His phone number is TR 4-8980... 

Tait a tait troubles have been giving chuckles to James Tait, east- 
ern regional sales manager of Allen B. DuMont Laboratories. Seems 

he’s been getting all sorts of misdirected good luck notes because of 

a recent AA story reporting that another James Tait, formerly with 

Dumor Co. of Racine, Wis., is a new account executive for Klau-Van 

Pietersom-Dunlap Associates, Milwaukee... 
Larry Sizer, ad manager of Marshall Field & Co., was given a 

luncheon a couple of weeks ago to celebrate his tenth anniversary 

as head of the big store’s advertising ...Ted Cott, general manager 
of WNBC and chairman of the consultant committee of the French 
Broadcasting System, has been granted the Legion of Honor by the 

French government, for his “contribution to the friendly relations 
which exist between France and the U.S. ..through the medium 
of international radio.”.. 

ALL SMILES—Fred A. Morrissey (left) receives the Hayward M. Anderson Memorial 
Trophy from J. H. S. Ellis, president of the Kudner Agency, New York, for winning the 
fall Kudner Kalkutta golf tourney at the Ridgewood Country Club in New Jersey. 

Those Ben East movies which Outdoor Life has been showing 
to selected groups of advertisers, agency men, sportsmen and others 

are making a big hit. And Walter Davidson, western ad mgr. of 
Outdoor Life, and John A. Bacon, western mgr. of Popular Science 
Publishing Co., who have been emceeing the midwestern showings, 
insist they enjoy seeing the movies over and over again... 

The daughter born to William Deeks (on the ad sales staff of the 
Journal, Portland, Ore.) and his wife, Helen, not long ago, was the 
first girl in the Deeks family for two generations... Johnny Too- 

good, general ad manager of the Sun, Vancouver, B. C., for the past 
13 years, was among those honored recently for more than ten years’ 
service on the newspaper... . 

For the second year William E. Berchtold, executive v. p. of Foote, 

Cone & Belding, has accepted the chairmanship of the business 

men’s committee for the finance campaign of the Greater New York 
Councils, Boy Scouts of America... Ray C. McLarty, v. p. of Curtis 
Circulation Co., Philadelphia, is celebrating his 35th anniversary 
with the company...Graham Patterson, publisher of Pathfinder 
and Farm Journal, is on the committee of judges for the 1950 awards 
committee of the American Public Relations Assn... 

“Look Applauds” (Oct. 24 issue) Bea Adams, Gardner Adver- 
tising Co.’s executive v. p., for winning the Advertising Woman of 

the Year title, and Col. Pierrepont B. Noyes, who, at 80, retired not 
long ago as president of Oneida Ltd... 

Phillip X. Daniels, manager of the Denver district of the replace- 

ment tire sales, B. F. Goodrich, is the first Denver business man to 

have been elected president of the Colorado State Chamber of Com- 
merce... John F. Manning, account executive at Chambers & Wis- 
well, has taken the chairmanship of Division M, advertising and 
allied arts, for the Salvation Army drive in Boston. And Charles F. 
Hutchinson, a C&W vice-president, is serving as vice-chairman ... 

A collection of photographs on American themes, indoor and out- 
door scenes, enlarged to mural size, were used as the background 
for the new Bonnie Cashin Americana dress collection in New York. 
They are the work of Willard B. Golovin, head of the New York 
agency that bears his name... 

At a party celebrating his 80th birthday, Julius Davidson, pub- 
lisher of the News-Journal, Daytona Beach, Fla., received notice 
that the News-Journal Corp. has been selected as this year’s winner 

of the American Legion’s statewide outstanding employer award 

for an “outstanding record in the employment and training of dis- 

abled veterans.”’. . 

Also cited for his aid is George E. Frazer, president of National 
Transitads, Chicago, who received a bronze plaque from the Dis- 

abled American Veterans for the contribution of more than $100,000 
worth of bus, street car and subway cards in 35 cities, urging em- 
ployment of handicapped veterans... 

Samuel H. Seidman is celebrating the 20th anniversary of Park 
Distributing Co., house-to-house distribution concern in Philadel- 
phia...Wheeler McMillen, editor-in-chief of Farm Journal and 
Pathfinder, sailed for Milan Sept. 13 to address the International 
Congress of Industrial Chemistry... 

George N. Merritt has given up Boston in favor of California. A 
veteran of service with Callaway Associates, BBDO and other agen- 
sa in Boston, he has retired from Goulston Co. to relax in Santa 
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COMPANION CIRCULATION GAIN INTERESTS ADVERTISING MANAGER. 

E. C. Harrington of Du Pont notes impressive increase! 

Jack Heffernan, COMPANION representative, has arresting evi- 

dence of how editorial vitality is paying off. And his story has 

captured the attention of E. C. Harrington, Advertising Man- 

ager of the Rayon Department of the DuPont Company. 

Here it is: COMPANION in the first half of 1950 increased its 

net paid circulation by 88,192 over the same period in 1949. 

And of this, 50,000—or more than half —was newsstand gain! 

The reason for this continuing success is clear. More than 

ever, the COMPANION editorial policy is meeting the basic inter- 

ests of American women. 

Throughout the nation, advertisers are learning that in the 

women’s service field the COMPANION is the magazine to watch! 

(0 MPANION 
AVERAGE CIRCULATION: MORE THAN 4,000,000 
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4 weather.” suitable for automobile agengies, § a5mU°” 
New Exterior But he found that business men used car lots, highway businesses § light- 

eventually began to recognize the and city stores of all types. These 
e s role that adequate store illumina- Retailers accepted the Post-Lite | of “TeS" 

Light Fixtures tion played in helping to increase idea enthusiastically and installa. | which © 
sales. And he decided to get into tions of the fixtures on car lots | ar the 
the business of manufacturing and retail shops now account for compan) 

In S ] lighting fixtures for this purpose. ‘a major portion of the company’s § Lites, “ 
cr ease a es When interior fluorescent light- business. month. 4 

ing began to gain acceptance, Mr. Sales began to climb—so fast, § he 
'e / Lites’ Long concentrated on the man- in fact, that in the second year of § compa" 

Long Co. a Post Lites ufacture of store fixtures which manufacturing Post-Lites, the § ‘ising, 
Boost Traffic in Many would throw a flood of light over company twice had to move its the ary 

: counters, shelves and floor dis- manufacturing facilities to larger § 14/4" 
Types of Retail Outlets plays. His engineers worked on quarters. . . _* 

special installations, in supermar- in diffe 
Fh geen pay Anam roy rns kets and drug stores, which were s The Long company, through its shops, 

service station southwest of Chi-| signed specifically to boost sales . agency, Paul Grant Advertising, } that mé 
cago, a new idea for merchandis-| f the merchandise on display. POST-LITE ‘LITEVERTISING’—A typical installation of W. H. Long Co.'s Post-lites, | Prepared brochures illustrating its J signs i 
ing businesses by means of ex- which provide exterior illumination for stores and shops, is shown in this unre- | contention that the lights provide globes, ! 
terior lighting was born. = In 1947, he turned his attention Photo of a restaurant on Chicago’s near north side. The lights may be | up to three times more light per | tising t 

The idea not only saved the to the development of exterior mounted on wall brackets or on an apron base. watt than comparable incandescent name. 
ni Gatien Siam teenie fluorescent fixtures which would fixtures. Since Post-Lites are in- 
rahe tcy; it helped turn the add a touch of showmanship and/| tract more customers. service station installations, Long| stalled at the “level of use,” the | # Sever 
ankruptcy, glamour to retail outlets and at-| Encouraged by the success of| Co. engineers designed Post-Lites| copy said, the fixtures will provide § are plar station into one of the most profit- 

able establishments of its size in 
the Chicago area and helped pay 
for the construction of an impres- 
sive new tourist court, which is 
run by the station operator. 

The device was W. H. Long Co.’s 
Post-Lite, a fluorescent lighting 
fixture with from two to twelve 
fluorescent tubes inside a frosted 
globe 4’ long. 

AVERACE DALL 

= In the past three years, the 
company has developed about 40 
models of the fixtures for drive- 
in restaurants, food stores, Laun- 
dromats, used car lots, service sta- 
tion driveways, drug stores, drive- 
in theaters and a variety of other 
retail businesses. 

To date, about 20,000 Post-Lites 
have been installed. Entire busi- 
ness districts of several midwest- 
ern towns have been lighted with 
the fixtures, and streets in such 
far-away spots as Bangkok, Siam, 
and South Africa now are il- 
luminated with radiant lighting 
provided by Post-Lites. 

William H. Long, colorful head 
of the W. H. Long Co., is no john- 
ny-come-lately to the lighting 
business. Born and reared in New 
York, he started in the business of 
selling incandescent lamps for in- 
terior store illumination at a time 
when stores still were lighted by 
gas. 

oe” 

@ “We had a real sales problem in 
those days,” he recalls, “Merchants 
were more than a little reluctant 
to put in incandescent fixtures, 

primarily because the gas jets 
helped heat their stores in cold 

2-MARKET 
COVERAGE 
AT 1 Low cost! | ¢ . 4 +— + + —- { —— ee GAM 7 8 9 10 ul 12Noon = PM. 2 

LEGEND eee Mey, 
VIDEO snsomasasess: 
1998 === 

1946 
/GFS eevccceccece 

Lowest Milline Rate of Any 
Armed Forces Publications 

army tims & DIARY STUDY REAFFIRMS 
Air Force Times 

Serving the Eager Millions! During the week of March 13, 1950, Audience Sur- 
veys, Inc., conducted a listener diary study in 80 counties 
in Minnesota, the Dakotas, Nebraska and Iowa. Chosen 
from the 267 BMB counties you know as Big Aggie Land, 
these same 80 counties were used by Audience Surveys 
to conduct similar studies during the same week in 1945, 
1946 and 1948. 

Total audience has grown, so has WNAX influence. Cor 
Despite a marked increase in new stations, WNAX figures, 
ratings continue to shoot skyward. Although 52 sta- 
tions received mention in the 1950 study as opposed to 
43 in 1948 (fewer still in preceding studies), the 1950 competi 
Monday-thru-Friday average daytime rating on WNAX for WI 
is 13.7 — nearly twice the 7.1 registered in 1945. 

DOMESTIC (U.S.) EDITIONS 

EUROPEAN EDITIONS 

PACIFIC EDITIONS 

of-audie 

A 
In comparing average ratings for the 52 stations age” ra 

mentioned in the survey, it becomes obvious that WNAX domina 
is easily the dominant station. For the week as a whole, five ht 

Write for Free 34-page Market Book 

ADVERTISING OFFICES: 
NEW YORK—41 E. 42nd St.—MU 7-5552 

In Big Aggie Land, immune from the inroads of 
television, radio audience has been steadily increasing 
over the past five years, as shown on the above chart. CHICAGO—203 N. Wabash Avenue Sets, 3 . . WNAX is first station by more than 2-to-l1. (WNAX: - WASUINSTON, B. C1918 tem oo. aw. | ote: in March, 1945, the war was at a crucial point, 11.8; Station B: 4.9). In both daytime and evening listen- ter | PHILADELPHIA—R. W. McCarney Co. making for highest radio listenership — in March, 1950, ing WNAX enjoys this 2-to-1 superiority over the second WNA2 PACIFIC COAST—Geo. T. Close, Inc. | Korea had not yet exploded. station. ; ++ » 84 
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as much: as ten times more “useful” 

light. 
These sales points, plus a host 

of “result” stories from businesses 

which have installed the fixtures, 

are the basic appeals used in the 

company’s advertising of Post- 
Lites, which was begun late last 

month. Ads in The Saturday Eve- 
ning Post and Time feature the 
company’s coined word “Litever- 
tising,”’ which it uses to describe 
the merchandising advantages of 

radiant exterior light. 

As the fixtures were installed 

in different types of stores and 
shops, William H. Long found 

that merchants began to paint 
signs inside the frosted glass 
globes, for the purpose of adver- 

tising their service, product or 

name. 

a Several national advertisers now 
are planning to use Post-Lites to 

put their product name inside the 
globe with painted letters or decals 
and install the lights at dealer out- 
lets. 

Installation of a Post-Lite at a 
retail outlet, they feel, is a rela- 

tively inexpensive method of 
“nailing a dealer down,” since the 
price of a medium size unit is 
considerably less than $100. 

In addition, the fixtures give ad- 
vertisers an opportunity to feature 
an illuminated brand name on the 
exterior of a retail outlet at 
nominal cost. 

Geyer, Newell Adds Space 
Geyer, Newell & Ganger has 

taken about 12,000 square feet of 
additional floor space at its New 
York address, 745 Fifth Ave. The 
added space will be used by the 
agency’s enlarged media depart- 
ment, the production-traffic de- 
partment, and the art department 
and art studio. 

Pulse Network TV Leaders 

Sept. 5-11, 1950 
Boston, Chicago, Cincinnati, Cleveland, Dayton, Los Angeles, New 
York, Philadelphia, St. Louis, Washington, Columbus, San Francisco 

MULTI-WEEKLY 
Lone Ranger (General Mills, American 

Bakeries, ABC) 
=e Howdy Doody (Colgate, International 

WEEKLY 
Philco TV Playhouse (NBC) .......... 
Show of Shows (Several Sponsors, NBC) ... 

33.3 

Colgate Comedy Hour (NBC) .......... Shoe, Kellogg, Mars, Wander, NBC) ... 14.0 
Jack Carter Show (Benrus, Campbell, Cactus Jim (Sustainer, NBC) ........... 14.0 

Perce 30.4 | Camel News Caravan (NBC) ............ 12.4 
Lucky Strike Theater (NBC) .......... 28.3 | Captain Video (Johnson candy, Rosefield 
Toast of the Town (Lincoln- Packing, DuMont) ...........--.055- 9.9 

Mereury, CBS) ...cccccecccssccccees 28.3 Kukla, Fran & Ollie (Ford, RCA, 
Godfrey’s Talent Scouts (Lipton, CBS) ... 26.1 i c.asceleeee sss ot eee ss 9.6 
Stop the Music (Admiral, Old Gold, ABC) . 25.0| Mohawk Showroom (NBC) ............ 9.0 

Lights Out (Admiral, NBC) ............ 24.2 | Garry Moore (Sustaining, CBS) ......... 8.9 

Studio One (Westinghouse, CBS) ........ 23.4 | Oldsmobile News (CBS) .............. 8.8 
| Small Fry Club (Co-op, DuMont) ...... 8.5 

Tune-Ads Names McLaren 
Tune-Ads of America Inc., Long- 

view, Tex., specialist in commer- 
cial tape recordings for drive-in 
theaters, has appointed McLaren- 
Andersen Associates Inc., New 
York, as its eastern regional rep- 

Abbott Kimball Names Light 
Abbott Kimball Co. of Califor- 

nia, Los Angeles, has named Rob- 
ert M. Light as director of radio 
and television. He was formerly 
president of Command Radio Pro- 
ductions Inc. and executive direc- 

resentative. tor of AFRA refresher course. 

10:00 P.M.-12 M.D. 

AVERAGE SETS IN USE 
6:00 A.M. - 6:30 P.M. 

Evening 

6:30 P.M.-10:00 P.M. 

| 
| 

Mon.-Fri Sat. Sun. | 

1950 = 43.1 37.9 31.4 1 
1948 37.7 33.4 27.2 
1946 32.9 27.4 27.1 | 
1945 26.4 22.1 23.6 | 

1950 53.8 54.8 54.9 
1948 44.8 440 447 
1946 452 438 44.7 
1945 40.6 33.0 38.9 

Mon.-Sat. 

1950 18.1 148 
1948 15.5 14.7 
1946 15.6 13.5 
1945 16.3 17.0 

19 

Ashland Paper's 

Head Files Suit 

Against ‘Invader’ 
ASHLAND, Wis., Oct. 18—Suit has 

been filed in federal court by the 
Ashland Press against the Superior 
Telegram, charging unfair trade 
practice by the Telegram in sell- 
ing its copies in Ashland at “great- 

ly reduced prices for the purposes 
of creating a monopoly.” 

Ashland is 65 miles east of Su- 
| perior. 

The action is one of several legal 
tacks taken by the Press to block 

the Superior newspaper’s efforts 

= 
4 

—- 
5 

= 4 
6 7 

t + 
9 

WNAX DOMINANCE 
Converting program ratings into share-of-audience 

figures, reaffirms WNAX leadership. WNAX share- 

of-audience for the average day is 29.3% . . 

competitor rates 12.0% ... again better than 2-to-1 

for WNAX. 

. its nearest 

To sell your product or service in Big Aggie Land 

you must use WNAX. For WNAX alone delivers this 

major market in one, big, low-cost package. Let your 

Katz man show you the way to soaring sales and in- 

creased goodwill. Phone him today. 

A few high-rated programs might influence “aver- 

age” ratings . . . yet quarter-hour “wins” show WNAX 

dominance as clearly. Top rating in 439 (88%) of the 

five hundred quarter-hours studied gave WNAX a 

better than 10-to-1 advantage over the second station. 

WNAX was first in 89% of all daytime quarter-hours 

.. . 84% of all evening quarter-hours. 

WNAX-570 
YANKTON - ae CITY 

570 Ke. - 5,000 Watts 
REPRESENTED BY KATZ 

Station 
AFFILIATED WITH A.8.C. 

to invade this market. 
John B. Chapple, editor of the 

| Ashland paper, which is owned 

by his mother, Mrs. John C. Chap- 

| ple, has bitterly attacked Morgan 
| Murphy, owner of the Telegram, 

|for soliciting advertising from 

, Ashland merchants, which Mr. 

| Chapple said “constituted the most 
unethical business practice being 

‘carried on by any newspaper in 

_ the United States.” 

| 

_@ Clough Gates, general manager 
'of the Telegram, said his paper is 
/expanding news and advertising 
| coverage of Ashland at the request 
of business men and other Ash- 
land residents. 

The Superior paper’s ABC cir- 
culation totals about 23,000, of 
which nearly half is in its city 
zone. The Ashland Press’ sworn 

_circulation totals 4,515. 

Weekly subscription prices have 
dropped from 35¢ to 25¢ and the 

single copy price from 10¢ to 5¢ 
since the dispute arose last month. 

| Mr. Murphy also owns the 
| Enterprise, Virginia, Minn., and 
{three other Wisconsin papers— 
' Chippewa Falls Herald-Telegram, 
, Manitowoc Herald Times and Two 
| Rivers Reporter. None is close to 
Ashland. 

| 

| Roma Pushes New Theme 
| Roma Wine Co., San Francisco, 
'is using the theme “Your Guests 
| Know Roma Best” in its fall and 
| holiday season advertising cam- 
| paign. Media to be used include a 
| series of half-page ads in Look and 
| Collier’s, a half-hour TV _ show, 
| newspapers, outdoor and station 
| platform posters in major markets. 
|Dealer helps include electrical 
merchandising pieces, counter and 
interior displays, bottle toppers 
and wire racks. Foote, Cone & 
Belding, San Francisco, is the 
agency. 

DAVID OUT-PULLS GOLIATH 

Mr. A. (name on request) spent 

$10,560 in Foreign Service, the 

V.F.W. magazine, and reaped 

$50,704.58 in cash “orders.” 

Mr. A. also spent $19,090 in Life 

Magazine and counted $33,893.27 

in cash returns. 

The sales message, format, etc., 

were identical in both magazines. 

Yet Foreign Service accomplished 

the miracle of out-pulling one of 

America’s greatest magazines. 

e 

WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 

Torwign Sewice 
THE V.F.W. MAGAZINE 

Dan B. Jesse, Jr. & Associates, Inc. 

Advertising Directors 

10 East 43rd St., New York 17, N. Y. 
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‘Balboare Wit |e tiacta Sem eae ceo] «MESES eae eel Reena tee ey, | ee Gene é " > > = | iam J. Watts, ormerly space; wijli E. Huff, fo: q ’ _ 
Change to Tabloid | motion consultant with Davis, De- | buyer for Cecil & Presbrey, has| the a ry = “Station Pe ag 2) 4 South Ataee Low-“ 

_laney Inc., New York printer, has joined the media department of | WAAB, Worcester, Mass., Yan- | Tourist Corp. to publicize Sou Gen 
Formatin November joined Yardley of London Inc.,/ Sullivan, Stauffer, Colwell &| kee Network station, has joined | Africa as a tourist resort. Maga™ pleas: perfumer, as advertising promotion | Bayles, New York, in the same|the commercial sales staff of zines and trade publications will be nev 

Cincinnati, Oct. 17—Billboard,| Panager. She will work in New| capacity. | WONS, Hartford, also a Yankee | used. whic’ 
after 56 years as a four-column Kroger to Hanly, Hicks Network outlet. the 
magazine style publication, will | Sandler Joins Shaller-Rubin Charles H. Kr oger, formerly| Frankel EXLW | Names Bode and Tasillo The 
change its format to a five-column| ysobel Gundy Sandler, formerly | with Batten, Barton, Durstine & | /*¢™*e: Joins Robert A. Bode has been ap-§ sin * tabloid newspaper style, with the | an account executive with D. H.| Osborn and Compton Advertising,| _Leonard P. Frankel, former sales| pointed sales manager and Jp said 
Nov. 4 issue. Ahrend Co., has joined the Shall-| has joined the art creative staff of, manager for Station WEW, St.| James Tasillo assistant sales man- of si 
Among several reasons advanced | er-Rubin Co., New York, in the! Hanly, Hicks & Montgomery, New| Louis, has been named sales rep-| ager of the Hartford Special Ma- espec! 

for the change: the new format | same capacity. | York. | resentative for KXLW, St. Louis. chinery Co., Hartford. neig)i| 
will enable Billboard to meet cir- | is com 
culation demands that have been —— 
piling up for the past two years; 

distribution time will be cut 24 
to 48 hours in every section of the 

country except New England; new 

editorial features can be added. 

Advertising linage rates will re- 
main the same with the change, 

but the larger size will make the 
cost per page go up. 

ws To publicize the size change, 
Billboard has issued a special 24- 

page souvenir issue in the new for- 
mat. It contains stories and ads 
culled from old issues of the pub- so : 
lication, which present interesting tain | 
sidelights on the early careers of : / / 
some of today’s well-known Neve 
figures in the entertainment world. 

In addition, the change will be e self { 

publicized by radio and television ¢ 
spots, and will be mentioned on tion - 
various radio and TV shows. 

Billboard’s present circulation ‘ That 
is more than 57,000 weekly. It 
hopes to increase this by 15,000 
with the change in format. 

il the | 
Gerber Signs TV Series —_ 

Gerber Products Co., Fremont, mun 

Mich., maker of Gerber’s baby 
foods, is sponsoring a new show 
on the DuMont TV net Wednes- 
days and Fridays, 7:30-7:45 p. m., 
beginning Oct. 18. The program, 
“The Most Important People,” stars 
tenor Jimmy Carroll and his wife 
Rita, in an informal musical-inter- 
view show. Federal Advertising 
Agency, New York, handles the : 
account. 

e 
Two Join Economics Laboratory 

Economics Laboratory Inc., St. 
Paul, manufacturer of industrial | ; 

Cant 

od S 2. es eof 

and household detergents, has 
named J. B. Aiken, formerly with ing | 
Lever Bros. Co. and Standard | 
Brands, as assistant advertising | econ 
manager. H. A. Riemen, formerly | 
with Klau-Van Pietersom-Dunlap 
Associates, Milwaukee, has been) 
named assistant sales promotion | 
manager. 

Proebsting, Taylor Moves 
Proebsting, Taylor Inc., Chicago 

agency, has moved to new quarters 
at 100 E. Ohio St. 

What's right eee a 

What’s wrong with : 

t 
f 

Lumber Dealers? 

@ This question one of our 
25,500 readers answered for | 
himself in a nation-wide per- 
sonal survey of his fellow deal- ~ 
ers’ policies and methods: What | ~ 
he reveals in BUILDING SUP- | 
PLY NEWS (Page 57) for | 
October, may influence your |~ 
advertising and sales plans for 
1951. Read it! a 
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General Precision Develops 
Low-Cost Theater TV System 
General Precision Laboratory, 

Pleasantville, N. Y., has devised 
a new theater television system 
whic uses 16mm. film instead of 
the conventional 35mm. film. 

The Videofilm Theater Televi- 
sion system, developed by GPL, is 
said to operate at one-fifth the cost 
of similar systems and is designed 
especially for use in small town or 
neigborhood theaters. The device 

recorder, a rapid film processor 
and a projector. 

Whitney to Rejoin KFI 
George Whitney, general sales 

manager of Don Lee Broadcasting 
System, will return to KFI and 
KFI-TV, Los Angeles, on Nov. 1 
as general manager. He was with 
the KFI organization for 10 years 
before he left in 1947 to become 
a partner in Harrington, Whitney 
& Hurst. He has been general sales 

JWT Placed Most 

Newspaper Space in 

1949, BofA Reports 
New York, Oct. 18—The Bureau 

of Advertising last week reported 
that a compilation by Media Re- 
cords showed J. Walter Thompson 
Co. to be the top agency in the 
U. S. in newspaper billings in 1949. 

The top ten were: 

| Young & Rubicam 
BBDO 

Foote, Cone & Belding 
Ruthrauff & Ryan 

21 

17,267,723 | Leo Burnett Co.; Maxon Inc.; Len- 
15,626,766 | nen & Mitchell; Brooke, Smith, 
12,591,092 | French & Dorrance; Fuller & Smith 
12,246,994 | & Ross; Sherman & Marquette; 

Wm. Esty Co. 

Benton & Bowles 
McCann-Erickson 
Kudner Agency 8,997,447 

Biow Co. 8,731,424 

Ranking 11th to 25th—with bill- 
ing from $8,500,000 to $3,250,000— 
were: Kenyon & Eckhardt; Camp- 

bell-Ewald; Ted Bates Inc.; N. W. 

10,864,616 
10,258,478 

11,711,465 | Compton Advertising; Dancer- 

Fitzgerald-Sample; Needham, 
Louis & Brorby, and Geyer, Newell 
& Ganger. 

The compilation was based on 
the BofA’s “Expenditures of Na- 
tional Advertisers in Newspapers: 
1949.” 

is composed of three units, a video 
manager of Don Lee since August, 
1949. J. Walter Thompson $24,526,731 Ayer; MacManus, John & Adams; Arndt Agency Names Four 

F you are perplexed today—and who among us isn’t? 

—think of the problems facing you in trying to make 

sound and reasonable business decisions in the uncer- 

tain months ahead. 

Never was the need so great among executives like your- 

self for information—fresh, factual, dependable informa- 

tion—upon which to base necessary business judgments. 

That’s why this year an annual editorial undertaking of 

The New York Times that is always eagerly awaited by 

the business, industrial, financial, and government com- 

munities assumes proportions greater than ever. 

This undertaking is to provide at the start of each new 

business year a complete, expert, and authoritative review 

of the year just ended, and a reasonable and informed 

forecast of the year just beginning. 

Traditionally, this review and forecast are contained in a 

special section published with The New York Times on the 

first business day of the year. Several years ago, recogniz- 

ing the growing importance of world business in our own 

economy, The Times started publishing two such sections, 

one devoted to the U.S., and, on the second business day 

of the year, another devoted to world trade. 

Traditionally, too, this editorial enterprise, one of the 

most ambitious assignments undertaken by any publica- 

tion, has commanded wide respect, not only in this coun- 

try but everywhere over the world, because of the out- 

standing competence and unquestioned authority with 

which it is discharged. 

Because of the disturbed and uncertain situation in the 

world today, editorial planning for the two sections to be 

published at the start of 1951 is already under way. As 

always, it will employ the resources of the whole world- 

wide newsgathering organization of The New York Times, 

the largest of any publication. And it will include timely 

and expert on-the-spot analyses of business, financial, 

economic, and political conditions everywhere over the 

world that will be unduplicated by any other source. _ 

As an executive charged with making important business 

and policy decisions for your company, or sharing in 

them, you will want to be sure to read these special sec- 

tions when they appear. 

And as an executive concerned with at least some phase 

of your company’s public relations, you will want to 

investigate the unique opportunity these sections provide 

for public relations or product advertising. In these 

special sections of The New York Times, for 31 years 

New York’s leading advertising medium, this advertising 

should be especially effective and resultful. Full informa-. 

tion, including reduced-size copies of the 1950 sections, 

will gladly be sent you immediately you ask for it. Write 

any of our offices today. 

The New Pork Cimes 
“ALL THE NEWS THAT'S FIT TO PRINT” 

FOR 31 YEARS FIRST IN ADVERTISING 
IN THE WORLD’S FIRST MARKET 

New York: 229 West 43rd Street - Boston: 140 Federal Street 
Chicago: 333 North Michigan Avenue + Detroit: General Motors Building 

Los Angeles: Sawyer-Ferguson-Walker Co., 612 South Flower Street 
San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 
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and prepares an inviting public felations\advertising opportunity 

John Falkner Arndt & Co., Phil- 
adelphia agency, has announced 
the following promotions and ad- 
ditions to its staff. William de Gau 
Pitcairn has been named to the 
newly created position of assistant 
to Robert N. D. Arndt, executive 
vice-president. C. Philip Brown, 
formerly of Gresch & Kramer, has 
been named associate printing pro- 
duction manager. He succeeds Karl 
Klingelhoeffer, who has been pro- 
moted to assistant account manag- 
er. Lewis A. Conine, formerly of 
Lang Co., photoengraver, has been 
named associate media production 
manager. 
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Audio-Visual Sales_ | 

Presentations Get | 
Sei ‘ 

rs Purchasers’ Vote | 
New York, Oct, 18—Almost nine | 

out of ten, or 87% of the 321 pur-| 
chasing men who responded to a/ 
recent poll made by Purchasing, | 

a Conover-Mast publication, | 
among 1,000 of its readers, find) 

audio-visual methods more inter- 

THE ARTKRAFT* SIGN CO. 
<7 Division of 

900 Kibby St, Lime, Shieu $A] 

pete ieii | | 

esting and helpful than the ordi-| purchasing men found visual pre- 
nary sales interview. | sentations more time-consuming 

About 82% of the respondents than the conventional interview, 

more extensive use of visual meth- | and 32% in the negative. 
ods, and almost 77% said they | 
would be willing to allot more than) Two Name Hauptman Agency 
the usual amount of time for such H. W. Hauptman Co., New York 
presentations. agency, has been appointed to 
Working models were named as | handle advertising for Metaplast 

first choice of visual methods, by | “sang pms) ane oe oe 

a margin of four to one. Chart| 1 itze Co. Brooklyn and Heeeben, 
presentations and sound movies maker of the Redi-Dor, prefab- 
also received high ratings. ricated door and jamb, also has 

The poll showed that 59% of the | named the Hauptman agency. 
purchasing men were of the opin- 
ion that salesmen are not inclined | Haight Leaves Bonwit Teller 

Carolyn Haight, fashion and to rely too heavily on the visual | ; ; 
presentation in place of personal | a ng FE ge pe ge’ of eng 

wi er, New York, since ‘ 
product knowledge and salesman- has resigned. She has not an- 

ship. 7 nounced her future plans and no 
On the question as to whether | successor has been named. 

Jarrett Co. to Presser 
E. J. Presser & Co., Charlotte, | 

|N. C., has been named to handle | 
indicated that they would welcome 68% replied in the affirmative| the account of Cecil H. Jarrett Co., 

Newton, N. C., maker of Jarrett’s 
Wite-Wall, white sidewall tire 
cleaner, and Jarrett’s Meta-clean, 
cleaning compound for textile 
looms and similar equipment. 

NAB Names Oscar Elder 
Oscar Elder, Washington public 

relations consultant, has been 
named assistant public affairs di- 
rector of the National Assn. of 
Broadcasters, Washington. He suc- 
ceeds John F. Hardesty, newly ap- 
pointed NAB station relations di- 
rector. 

Sharp Agency Moves 
Sharp Advertising Agency, Seat- 

tle, has moved to new quarters at 
2024 Westlake Ave. 

aes al ADVERTISERS: 

Have you considered putting your costly TV 
commercials to work in theatres? It can pay big 
dividends because you can either — 
1, Intensify your coverage of TV markets or 
2. Reach with equal or greater impact the tremendous 
additional audience which television cannot reach. 

There are 14,750 theatres available in almost all markets, 
large and small, on a completely selective 
theatre-by-theatre basis. They have 7,450,000 seats, 
giving you a total audience of 40,000,000! 

You can reach this greatly increased market at a 
low cost per 1000 viewers. When you compare movie 
and TV coverage, remember that virtually 100% of 
selected movie audiences see and hear your film. 

The Movie Advertising Bureau handles all details of 
theatre schedules. Each theatre selected screens your 
films at every full performance during the weeks 
scheduled. 

Dig into this proposition thoroughly, or ask your 
advertising agency to do so. We will prepare theatre 
coverage plans for you without cost or obligation. 
Write, wire or phone our nearest office for 
complete information. 

we” 
NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 

NATIONAL OFFICES CLEVELAND: 526 SUPERIORN.E. © KANSAS CITY: 2449 CHARLOTTE ST. © 

Show 
your 

film 

commercials 

to 

40,000,000 

moviegoers! 

SAN FRANCISCO: 821 MARKET ST. 

Advertising Age, October 23, 195@ 

‘Indicates first listing in this column. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Her. 

ring Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Assn, 
annual meeting, Congress Hotel, Chicago, 

Oct. 23-25. Life Insurance Advertisers 
Assn., annual convention, Claridge Ho. 
tel, Atlantic City. 

Oct. 23-25. Agricultural Publishers Assn,, 

annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 24. New England Newspaper Ad- 

vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

Oct. 25-28. National Assn. of Photo- 
Lithographers, 8th annual convention, the 
Shoreham, Washington, D.C. . 

Oct. 26-27. Audit Bureau of Circula- 

tions, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 26-28. Southern Newspaper Pub- 

lishers Assn., annual convention, The 

Greenbrier, White Sulphur Springs, W. 

Va. 
*Oct. 26-28. National Newspaper Pro- 

motion Assn., southern and eastern re- 
gions, The Greenbrier, White Sulphur 
Springs, W. Va. 

Oct. 31-Nov. 1. American Assn. of Ad- 

vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 

Nov. 2. Upper Midwest Sales Con- 

ference, sponsored by the Sales and Mar- 
keting Department, Minneapolis Chamber 

of Commerce, and the Minneapolis Assn. 
of Sales Managers, Nicollet Hotel. 

Nov. 14. American Public Relations 
Assn., sixth annual meeting, Washing- 

ton, D. C. 

Nov. 16. National Business Publica- 
tions, annual meeting, Waldorf-Astoria 

Hotel, New York. 
Nov. 20-21. Central regional meeting, 

National Newspaper Promotion Assn., 

Indianapolis, 
*Dec. 27-29. American Marketing Assn., 

winter conference, Congress Hotel, Chi- 

cago. 
Jan. 19-20, 1951. Southwestern Assn. 

of Advertising Agencies, Baker Hotel, 

Dallas. 
Jan. 22-23, 1951. Assn. of Railroad Ad- 

vertising Managers, St. Petersburg, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 

Executives Assn., Edgewater Beach Ho- 

tel, Chicago. 
Feb. 16-17, 1951. Pennsylvania News- 

paper Publishers’ Assn., display adver- 

tising conference, Penn Harris Hotel, Har- 

risburg. 
*April 29-May 2, 1951. National News- 

paper Promotion Assn., annual conven- 
tion, Wardman Park Hotel, Washington, 

D . & 
*June 24-28, 1951. Association of News- 

paper Classified Advertising Managers, 

31st annual convention, Mount Royal Ho- 

tel, Montreal, Can. 

Offers Trip to Hawaii 
Harvest brand margarine, a 

product of Wentworth Canning 
Co., Hamilton, Ont., is offering an 
all expense trip to Hawaii as first 
prize in its current “I like Harvest 
margarine because...” contest. 
Schedule calls for newspapers and 
radio spots throughout British 
Columbia, with retailers being of- 
fered prizes for the best merchan- 
dise displays. O’Brien Advertis- 
ing, Vancouver, handles the ac- 
count. 

Dunlop Promotes Snidal 
Chris T. Snidal has been ap- 

pointed sales manager of industrial 
rubber and Dunlopillo products of 
the Ontario branch, Dunlop Tire 
& Rubber Goods Co., Toronto. Mr. 
Snidal, who has been with the 
company for about 30 years, was 
most recently manager for the 
company in British Columbia. 

“ 
HOW TO PROPOSE TO A 

- BILLION DOLLAR BABY 

ee Get and hold the 
@ ° ’ interest of the billion 

4 % dollar candy industry 
7 * field by using Candy 

Industry to tell your story. 

Biggest audited circulation* 
Preferred by more leaders 
Carries more advertising 

(Send for surveys with 
these facts) 

New market data study 
about your best custom- 

ers ready. Get your copy. 

*Of any publication published monthly 
or more frequently. 

Canby [INDUSTRY 
Don Gussow Publications, Inc. 

107 W. 43 St., New York 18, N. Y. 
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This is the 

productive 

ST. LOUIS MARKET 
advertising. The POST-DISPATCH regularly 

publishes far more advertising than both 

In this productive market, the City of St. Louis 

and the three densely populated Counties sur- 

rounding it, live 1,643,690 persons with an esti- 

mated effective buying income of $2,561,326,000. 

other St. Louis newspapers combined. 

St. Louis merchants show incréasing preference 

for the POST-DISPATCH. During the first nine 

months of 1950 the POST-DISPATCH increased 

Merchandisable coverage, by any St. Louis news- 

paper beyond this area—will add little to these 

figures. 1,050,020 lines in retail advertising while the 

In this area the POST-DISPATCH is conspic- combined retail advertising of the other two 

uously first, leading in both circulation and St. Louis newspapers decreased 67,437 lines. 

Livingston @ 

Bethalto 

e @ Worden 
* East Alton 

eWood River 

@ *Roxana MADISON gage 

Hartford COUNTY 
(ILLINOIS ) 

Edwardsville@ 

@Glen Carbon Highland @ 
eo Troy 

ST. LOUIS 
COUNTY 
(MISSOURI) Lebanone 

O'Fallon@ 

Masteuieh 

COUNTY 
CULLAINOIS) 

ca | CO re 

@ New Athens 

Sell this market 

and you sell St. Louis! 

ST.LOUIS POST-DISPATCH 
More Advertising Than Both Other St. Louis Newspapers Combined. 

Marissa @ 

owe ee 
in advertising for 
43 consecutive years 

FIRST in Sunday Total 
T Circulation 

in Sunday Ci 

FIRST in Daily City 
Zone Circulation 

in Total Paid 
FIRST Advertising 

FIRST ie Several 

FIRST iy Rotel 

in Classified FIRST si 

FIRST in Financial 
Advertising 

FIRST in Rotogravure 
Advertising 

FIRST in Comic 
T Advertising 

in Automotive 
FIRST Advertising 

FIRST in Department 
T Store Advertising 

FIRST in Furniture and 
T Household Advertising 

FIRST in Grocery Store 
Advertising 

FIRST in General Grocery 
Advertising 

FIRST in Liquor Store 
Advertising 

FIRST in General Liquor 
T jae 

FIRST in Women's Clothing 
Store Advertising 

in Men's Clothing 
FIRST Store Advertising 

FIRST in Shoe Store 
Advertising 

FIRST » waite Store 

FIRST in Drug Store 
Advertising 

FIRST in Toilet Goods and 
Beauty Shops Advertising 

in Toilet Requisite 
FIRST Advertising . 

FI in Miscellaneous 
RST Advertising (Retail) 

FIRST in Industrial 
Advertising, 

FIRST in Bank and Trust 
Advertising 

FIRST in Building and 
Contractors Advertising 

FIRST in Housing Equipment 
and Supplies Advertising 

FIRST in Tobacco 
Advertising 

FIRST in New Passenger 
Car Advertising 

T in Gasoline and 
Oil Advertising 

— = te bAtccall, FIRST in / 
Advertising 

& 

if 2 = 
in advertising for 

49 consecutive years 

NEW YORK OFFICE, 521 FIFTH AVE., JOSEPH V. AMBROSE, Manager @ CHICAGO OFFICE, 1829 TRIBUNE TOWER, E. M. ROSCHER, Manager @ WEST COAST OFFICES... WEST-HOLLIDAY CO., SAN FRANCISCO 

19 

. 
2 * : 

mn of es 

Her- 

\ssn., FIRST ome Credation i 
Cago, " % 
Lisers 

i He en 
.Ssn., ‘ ne 

y a . Ad- ~ 
leet- 

er 

10to- eo 

‘ula- 
; 

Chi- 

Pub- ‘ > 

r a a a / 
re- 

Ad- : 

x 

Son- 
flar- 

iber 
ssn. ai ie 

ions i, 

ing- oe 

ica- : 2. e ae 

ing, bse 

ee oo —: aa a 

sn., | _ a res 

shi- : { : 

ssn. 
tel, =) 1. 1 Alton 

Tee Ad- 
ss 

= | 4 Fo S Se ae 
Jo- v eee, ZB <—y ae ap 

\ N l tte 
NS- KL SX (GS eee 

ar- QQ GQ | einai 
\N SS \ WY . MQ A rh ine ies 

— Florissant € YX CV (5 | Pea 
on, MQM Gg G A aw Be 

~ g AK YA OOOWN | Pe io 
' ER adi ~~ —_ = 

MV WOH MVS AOA 

PIL) \N ww \NN QC KHBObKD0r ce \ Q 0 MG % X MQ G9 W CRAG @ Collinsville 

ig O/Li WRC ity SF. (WW \ | 
n 3 ARG \\NEN 

+ { A. QQ DO RSX GG, \ | 
® KX (IMM GQ H \ QQ SS SN SY . SQ NG SN SG 

“ Valley Park AG D(X WN ‘ | ; 
= i S XK Dupo \ i . 5 % DD. 3 Belleville 

— IN Sican. i | 
Rip / WY N = _ (S27 KW . ___ | os pal ' \ N I Ss 

we a . ae 7 \, .. a 
, , N | d 
e N } 

\ a 
' ' N . | 

“, j FIRST in Cigar 
:, . Advertising . 

} | 7 , 
} reget 

| | 
Po 

a ¥ 

! 

a a 7 
j ° Pees : 

ee
 

| 

| 
es % : , . ie TGR RE Neco Se io fe Oy ee Sete yeti ee sa ¢ ae wr sirades aha a sed hake St? i “eee ee Ona ag ing pe me re ied er ce SPA Leet oa apie ees ‘ a. ee 2 ae Ae 



ee 

x 

col! Stine 

24 

Marketing Assn. Empowers Unit to Issue 

Policy Statements; Constitution Altered 
New York, Oct. 17—Organiza- 

tional changes and an expanded) 

program for interpreting factual 

marketing data were announced 
here this week at a press confer- 
ence by the American Marketing 
Assn. 

Everett R. Smith, president of 

the association and director of 
marketing research, Macfadden 
Publications, said that an over- 
whelming majority of the AMA 

membership has endorsed the con- 
stitutional changes proposed by the 

board of directors at the organiza- 

tion’s convention last July. 

The basic changes approved in- 
clude the following: 

1. Increase in the number of 
vice-presidents from two to three, 

with the guarantee that one of 

these shall always be a teacher of 

marketing. 
2. Increase in the number of di- 

rectors from eight to 12, with six 
being elected annually. 

3. Increase in the executive com- 
mittee from four to seven to in- 
clude all incumbent officers and 
the immediate past president. 

4. Change of the fiscal year from 
Jan. 1 to July 1, to become effec- 
tive July 1, 1951. This means that 
present officers will serve until 
next July. 

w The purpose of increasing the 
number of vice-presidents, Mr. 
Smith said, is to give added ad- 
ministrative assistance to the pres- 
ident and to have the teaching pro- 
fession represented. 

The committee on public policy, 
Mr. Smith said, will become more 
active. He said that the committee 
from time to time will issue state- 
ments on public questions affecting 
marketing and either issue analy- 
ses and interpretations by experts, 
who are members of the associa- 
tion, or present the results of a 
poll of association members as a 
means of informing the public on 
matters of major economic im- 
portance. 

s Permanent headquarters of the 
association, he said, will remain in 
Chicago. The winter conference of 
the association will be held during 
the last week of December in Chi- 

When QUALITY 

is a factor... 

FALPACO 
is a Necessity! 

For car cards, calendars, cut- 
outs, posters, novelties, win- 
dow displays, point-of-sale 
displays. 
Falpaco Coated Blanks are 
specially coated for letterpress 
printing. They are also specially 
coated for offset lithography. 
Due to the special Falulah 
manufacturing process, Falpaco 
Coated Blanks have less tend- 
ency to curl, shrink or stretch. 
They have that so desirable, 
brilliant, blue-white color. 
Extra smooth surface. 
White and color-coated blanks. 
Available through authorized 
distributors from coast to coast. 
Ask your paper merchant for 
samples and prices. 

PAPER COMPANY 
NEW YORK OFFICE e 500 FIFTH AVENUE 

NEW YORK 18, N. Y. 

MILLS—FITCHBURG, MASS. 

| cago. 
Emphasizing that the future of 

| the country is tied up with mar- 
keting and a better understanding 
of marketing operations, he said 

that in the future the AMA will 
take a more active part in keeping 
the public informed on matters 
of public policy that affect the 
distribution of goods both in the 

domestic and export markets. 
“We cannot be guided by the 

past,” he declared. “We are not in 
a war economy such as existed 
during World War II. We cannot 
take the lessons of that experience 
too literally today. This is a war- 
peace economy, a vexing and per- 
plexing time for which we have 
no precedents. 
“We in the AMA feel that be- 

cause of this we are under obliga- 
tions to give more attention to 
public policies that affect mar- 

keting, and to analyze and inter- 
pret those policies in the light of 
our understanding and experience 
for the public’s benefit.” 

Davenport Joins Searcy 
Michael A. Davenport, formerly 

managing director for O’Connell- 
Ragan Co., Tacoma agency, has 
been named account executive at 
Searcy Advertising Agency, Port- 
land, Ore. He succeeds Robert W. 
Phelps, who has joined the sales 
staff of Agency Lithograph Co., 
Portland. 
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Appoints Ayres Co. 
Pacific Regional Network, with 

headquarters in Hollywood, has ap. 
pointed William A. Ayres Co. as 
special representative for north. 
ern California, Oregon and Wash- 
ington. 

Cluft Joins ‘Olympian’ 
Carl Cluff, formerly field rep- 

resentative of Outlook, Gresham, 
Ore., has been named circulation 
manager of Daily Olympian, 
Olympia, Wash. Richard Jacques 
succeeds Mr. Cluff at Outlook. 

Top circulation 
—WITH THE HIGHEST PER-COPY PRICE 

IN THE FIELD! 

POPULAR MECHANICS holds its circu- 
lation leadership with a per-copy price 40 
per cent higher than the next highest priced 
magazine in the field. 
POPULAR MECHANICS, at 35 cents, 

outsells all other competing magazines— 
priced from 25 cents down to 15 cents. 

Biggest book in the best 

Top circulation 
— WITH LOWEST PAGE RATE 

PER THOUSAND 

POPULAR MECHANICS continues to 
offer you the most for your money in a field 
where advertising values run highest of all! 
POPULAR MECHANICS gives you the 
lowest one-time cost per page per 1000 cir- 
culation . . . lowest 12-time cost per page per 
1000 circulation of the top three magazines 
in the field. It’s the bigger advertising buy. 
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Disp'ay Salesman’‘s 

Story of Big Sales 

Is Found ‘All Wet’ 
Curcaco, Oct. 19—In its Sept. 4 

issue, ADVERTISING AGE carried a 
story telling how the Wil-Jon Corp. 
here had developed a counter dis- 
play device which was to be in- 
stalled in 1,000 liquor stores in the 
Chicago area on Jan. 1, 1951. 
Harold Johnson, vice-president 

of Wil-Jon, has informed AA that 
this is not correct. Although Wil- 
Jon does make the displays men- 
tioned in the article, and plans to 
use them in the food, drug and 
hardware fields, it does not have 
a contract to install 1,000 of them 
in liquor stores. 
AA received the information on 

which the story was based from 
two letters, written on Wil-Jon 
letterheads, over the signature of 
a David Johnson. He had been em- 
ployed, Harold Johnson said, as a 

salesman for the company’s dis- 
plays, but was in no way author- 

ized to state that a contract had 
been made with 1,000 liquor stores. 

Harold and David Johnson are 
not related. 

Representatives Elect 
S. L. Feiss, publishers’ represent- 

ative, has been elected president of 
the Assn. of Publishers’ Repre- 
sentatives. Other officers are: Wal- 
ter C. Elly, vice-president; William 
C. Copp, secretary, and Robert Ed- 
gell, treasurer. 

To Fight Prohibition 
The National Coordinating Com- 

mittee of the Beverage Industry, 
Cincinnati, comprised of repre- 
sentatives from labor organiza- 
tions, the liquor industry, industry 
trade associations and allied 
groups, has been organized to aid 
the beverage industry in protect- 
ing itself against restrictive legis- 
lation and punitive taxation in any 
form. According to committee 
chairman Joseph E. Brady, coor- 

| dinator of the International Union 
of United Brewery Workers of 
America (CIO), the organization 

man market in America! 
POPULAR MECHANICS 

Top circulation 
—TO THE BEST MAN IN EVERY DOZEN! 

Month by month, POPULAR MECHANICS 
delivers 44% MILLION alert, inquisi- 
tive, wide-open “P. M. Minds’”’ .. , inter- 
ested adult minds that read ads deliberately. 
POPULAR MECHANICS reaches the best 
man in every dozen . . . the one man in every 
12 who goes out of his way to seek useful 
facts and ideas . . . the best prospect you can 
find for any product bought by men! 

NO. 1 IN ITS FIELD WITH 

anything MEN buy...Reach the Hs M. MIND 4 
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will do everything in its power 
to fight its enemies—the advocates 
of prohibition. 

Pittsburgh Newspaper Strike 
Boosts Radio Listening 

According to a Guide-Post Re- 
search survey, radio listening in 
Pittsburgh has increased 60% since 
the beginning of the newspaper 
strike (AA, Oct. 16). Between 
6 and 6:30 p. m., a period in which 
each of the five leading radio 
stations devotes 15 minutes to 
newscasts, 31% of the families 
were at home listening to the radio 
compared to 19% before the strike. 

C. F. Ackenheil, director of the 
survey, reports that 61% of the ra- 
dio sets in use were tuned to the 
newscasts, while 39% were tuned 
to musicals, sports and quiz pro- 
grams. 

Allen Joins Whirlpool 
Clarence H. Allen, formerly with 

the Ford Motor Co., has been 
named public relations director of 
the Whirlpool Corp., St. Joseph, 
Mich., manufacturer of home laun- 
dry equipment. 

.. «THIS $7 BILLION 
Miracle 

Market 
IS FOR YOU.... 
. . . if you can use bigger volume... 
if you want bigger profits . . . if you 
want to cut sales costs . . . if competi- 
tion is edging you out of the picture 
. . + if you're looking for a sound, 
practical, proved way to move more 
merchandise, faster .. . 

Turn to Dynamic 
DIRECT SELLING 

Thousands of ambitious men and women 
are ready to take on your product or 
service on a straight commission basis. 
They'll advertise it, demonstrate it, and 
sell it direct to your customers. Without 
consumer advertising, without price- 
cuts, credit losses or inside discounts, 
they'll turn in a cash volume that can 
keep your plant working to capacity. 
You can reach these salespeople in 90 
days, thousands of them, and put them 
to work for you getting right-now 
results. 

Big Volume—tast! 
In months instead of years you can be 
doing business in every state and ter- 
ritory. Direct Selling has built giants 
in retailing—a $25,000,000.00 brush 
manufacturer, an $18,000,000.00 ho- 
siery company, a $12,000,000.00 
dress maker, a $35,000,000.00 cos- 
metics distributor . . . and hundreds of 
others. Last year direct salespeople 
sold more than seven BILLION dollars 
worth of goods and services . . . that's 
the miracle of Direct Selling. 

FREE BOOK 
GIVES ALL FACTS 
How to tap this vast selling force and 
get AT-ONCE results . . . how to present 
your product or service to them. . . 
how to perform this low-cost sales 
miracle . . . these and all other ques- 
tions answered in fascinating PREE 
Booklet prepared by OPPORTUNITY, 
the leading magazine in Direct Selling. 
Mail letter head for your copy. 

OPPORTUNITY 
MAGAZINE 

Dept. A-37, 28 E. Jackson Blvd. 

Chicago 4, Illinois 
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It's Hard to Get a Ticket to Annual 
Fashion Show Put on by ‘N. Y. Times’ 
New York, Oct. 18—One way 

to measure the success of “Fash- 
ions of the Times”—annual fash- 
ion show which the New York 
Times will stage late this month 
for the ninth year—is to check 
the paper’s national apparel lin- 
age. 

In 1940, two years before “Fash- 
ions” hit the boards of Times Hall, 

the paper carried 97,865 lines in 
this category. By 1945, the fig- 

ure had climbed to 235,852 lines. 
Last year it totaled 716,698 lines. 

And the Times Magazine, which 
carried fewer than 1,000 lines 
of national apparel advertising in 
1940, last year reported 446,954 

lines. 
Another measuring rod is at- 

tendance at “Fashions.” Each year 
sees Times Hall jammed to its 
500-seat capacity for all eight per- 
formances. The trade regards the 
show as a “must,” according to 
Ivan Veit, promotion manager of 
the Times. “We have to allocate 
tickets (which sell at $3.60 the 
copy) because some stores re- 
quest as many as 60 or 70 seats. 
We could sell the tickets at $25 
and still have a sell-out.” 

a Mr. Veit said the $11,000 real- 
ized at the box office last year 
went, as usual, into the scholar- 
ship fund of the Fashion Institute 
of Technology and Design at the 
High School of Needle Trades here. 

The cost of this year’s show, 

Mr. Veit said, will run into six 
figures, as compared with the 

$30,000 the Times paid to put on 
the 1942 production. Forty models 
will appear in gowns, fur and 
jewelry worth more than $250,000 
—supplied by various manufac- 
turers and designers. 

According to Mr. Veit, “Fash- 
ions” is the first show of its kind 
to have a theatrical format. “It 
gives the illusion of being a revue 
and there is just enough book to 
make it hang together.” The usual 

fashion show, he added, has noth- 
ing but a string trio, a potted- 
palm background, and girls who 

walk out on a ramp to model 
their gowns. “Fashions” is “en- 

tirely different,” with sets chang- 
ing for each of its 14 scenes. 

es Last year’s edition of “Fash- 
ions,” according to “Times Talk,” 
the newspaper’s house organ, “was 

CEDAR RAPIDS 
(LINN COUNTY) 

IOWA 
Now A 

METROPOLITAN 
AREA 

As Established by 

U. S. DEPT. OF COMMERCE 

POPULATION 
103,711 

Preliminary 1950 Census Figure 

The Cedar Rapids Gazette offers you nearly 
100% coverage both daily and Sunday of 
the metropolitan area (Linn County) plus 
adequate coverage in 15 other eastern lowa 
counties. 

- Cie - 
Cedar Rapids 
-- Gnzette - 

CEDAR RAPIDS. IOWA 

R d by oti i. 

“The Allen-Klapp Co. 

which were dyed or made to or- 
der; 120 pairs of gloves, 23 um- 
brellas and two canes. The show 
inventory took in 720 items of 

the biggest, electrically speaking, | jewelry including necklaces, brace- 
of any in the White Light Belt. | lets, 
It called for 
Switchboards as against ‘South 
Pacific’s’ five, to send power to 

more than 200 spotlights and over- 
head lamps. 

“All told, 125 men and women 
figured in the production. Fashion 
Editor Virginia Pope and eight 
assistants handpicked the 147 cos- 
tumes used and fitted each with 
matching accessories. These in- 
cluded 135 pairs of shoes, 75% of 

earrings, clips, brooches, 
seven portable| jeweled heels and anklets.” 

This year’s production, which 
opens on Oct. 31 for the customary 
four-day run, will be done in an 
equally grand manner. The models 
will be attired in 150 different 
gowns—one of them requiring 80 
yards of net; it will take 10 miles 
of cables to light the stage proper- 
ly; and the individual sets will 
set the Times back about $20,000 
apiece. 

RTTV Expands Schedule 
KTTV, Los Angeles, has ex- 

panded its programming to include 
a 15-minute noon news commen- 
tary, “Noonday with Hemingway,” 
sponsored by Los Angeles Soap 
Co. for White King soap. This 
program will be followed by a fea- 
ture film which will be open for 
participating spots. 

Federal Names Burgess V. P. 
P. M. Burgess has been named 

vice-president in charge of sales 
of Federal Enameling & Stamping 
Co., Pittsburgh, manufacturer of 
enameled cooking utensils. He 
joined the company in 1917 as a 
sales representative. 
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McCarthy Starts Magazine 
Glenn H. McCarthy, Houston 

oilman and owner of the Sham- 
rock Hotel, is publishing a new 
monthly magazine, Preview. Ac- 
cording to Mr. McCarthy, Preview 
is designed to be a “cowpuncher 
New Yorker.” Don Hopton, for- 
merly with Ruthrauff & Ryan, is 
advertising director. 

NBC Appoints Walter Gross 
Walter W. Gross, previously De- 

troit manager of radio and TV for 
J. Walter Thompson Co., has been 
appointed manager of video net- 
work sales in the same city for 
National Broadcasting Co. He will 
cover the Michigan and Ohio areas, } 

Look at the Record... 

Adver' 

AM 
Rac: 

of Li 
Was! 

station 

there i 
ahead 

survey 

vertisir 

merce | 

Askil 

ators n 
opinion 

the col 

format 

—_—_——_—— 

"Deerfield Pri nar , Sch "ly 

and 
Illinois, first presented to architects. 

f a 

: so . 

aoe 

: ' ae 

! 

o 

a? 

: ee 

7 

ef ‘ ves —, % - of ¢ 
* ee, € / z 7 

rol as ee + E% ahs 4 eee : = ae Pelt cee ys ieee = ; rs css : a , é 7. 

: eet oS ee Ce Me CR Le Ae OT ry a 
ted 5 ea sh ey ‘<i a a] Ba Ie a LE Ae ed aa F 

a) a iat ot A Maal Bl at ie a é oe ee Sn . eo as ae 1 i oa eg he gs | Ee agl us rete cae | “"y 

ae ER a a a hee e a) FT Aes Fe ath fe ‘ie | / 
= DE ea at ae ee ae Sey a if ge 5 ey _ . rs pou PON fy wt ee ¢- 4 ye a P 

P Me PR eae Ee Say ere ne age Se ae ena. 2 . a - Pe ew bn 2 : ore ‘ 2 ef. - + i ae ee 

2) a SE Sa) es ae ere, Y 9 Saar aed oon —— . NS fu _ ‘d a 2 o ; by ery, = zs tovhey - ; : ize ; Sd 
4 7 —- f Wee ; * - C2 a 7 oS CF aw ! - 4 t. ‘ 

iia 7 a ay ¢ y . * gf ) a oe: , 

: k. 4 25, ce. Ete ’ | ON cf "i v, ee yy - * : Pee DOs te Pe 4 Re 

7 Pe ee wee em ee OT RS yp Pa ™ . & >: >a J Pe oe ee aes 

a site hy a er ee, wa a “ght : ‘ a. re al ie fs" ie 3 ted | ee ee v 
a. se <a ee Orme he Oui nt % i pi ee a Sere 

an te ee, ‘4, ee Nap yr «eh ae li a EC Bh ME) Fa: Ce gr ae dp = Pi SR ae 

Pe ee eee ae he a ee a x ‘ ¥ , aes A me A 2 a oF Le en oes aa A. 

‘on Pee, ee: SN : pee TP ee acim Mere 4. tp ‘ 2 » i ee ee te ony on = / ap © 

ra . ,.: = ee me i ' = al Cs * ‘ ie ND rite tha . eg 4 4 =P @, . 
‘ = : : rem ty FA i , ' 4 / i. oe . ; ae a oe Pas E *% ay 7a Ca we 

ia es oe . . ae ae t Pw « é rh 

; ay oe a SS x TS Be ue “ Y “4 mere Oe. 
ae Bea, Te y = as 4 oS aa, 4 \ “4 a ce 7 ; eft 

= Soe = — Soe oe a = = a “we ae = = * re rik gles : « il, A 

: ; OE aaa <a a : hs ae j ah oe ? Age ; Li esd - : ; e Se ree ; a ist: : riceeet iP WW y es “3 

F eon : 33 i ; Set Py is . i ee Ma : z ee Dee ee < ~ ; rie ee. 

oy : eee *, . ’ ] 42 og Ps © Be iy, 
h *,; - we y ~ Ne. 4 % 3 i. . cr © , —4 ~~ ae } | sf 

: aa , m4 3 _ ' : : 
* oe” <i A - - 4 we ky Boose ‘ f ate dS 7 ‘ 

; or oe : a ene (Oa 
os hx e ae 6! i roae~ a2 Ue ae Ss a, "4 2 ; a : “ Beez, Bick 4 x Ct an Ge ee ' ‘ : i} 

: . ‘ pe Mires Tae é é : 
: :  ' i. gue! ae: 8 x chaatee } a : i Mf r r) af 

; OR ee eee : 2503) ee cs ; : 

= : ee, ia Ne pene: ; : } ae 

! % pier, 219.04 i 5 So F % ; ; 

ae eg ya) . ca tye ae - Oe eh Tg |: 4 . q 

san  f ~~ oa srt . es a ee | i pans og ii a “a G a 

# ae ve ' ; ie / 4 

F, es Pe Cite. we —s he ok <P 5 re 

d es des) a oS yA : oy ae ‘a Ve 3 f 

d ve \/ SZ . tae PSF Fe a: 2 ies aoe \Pae ; oe <' At Pi { ee we P cones, + ed Me ‘ ; 
sas aes : . ¥ eae yY wb,  o . * : ' das "FE a Se ? > , wes P 

fi Sis ease F ss ‘ a ad a Zee ‘ f <i i 

a. z: 4° ae OS eae eet a a N } , Wee ok eye / % : fee a 

= Lhe ee Deere Nae ap . z ‘ Bee i ae Dee? » _. —— ( y, 
y vue i 4 Cre gks eee eS ae », A es ., ate tee a 2 
s hee Se oe ay ‘ - a ‘ yeaa a) Cl “ vet | fi: 

; is AAP tat Gi wt es eee, iM ‘ ef . es og emer ess ‘4 od . ‘ EA 
a od Pane cae | aN. “See <' ~ ie ce < <——_ : 

- sf = Soe wha eed - 4 : Rg ee a ce ' = = . : 

: Pan tae et ee d a =! had | a &- ee LP ” 
a ‘ Wage ae oer et Naa) eae d . oe aa ee a ae ee , a >A der 
i SE Ee eieeae we ae onda ; BRE Washes. , pe, =. 
: a eee ee eae ~~ ; Ly ae ; ie 

- ens =s = 7 etic es eats 9 

i ad ~ © pe a ieee mee “ ne 
F », r, " § mR 3 a , m . a ey : ee, = rd y1 

: ~ < * “ ae ny: 5 is ee 

» , * ; ig . Z 
Pa . A : MS . 

ee a . a ; iii | ————eeeereeee ee eee Ke oD Bb i ig ‘ x Pe ree Dene sees ee Sad £ a 4 Te re a aed i? ae si ie 

2 * : OR ae ee 

: re ~~? ‘ Mie eam ; SA a i SS aR A ae 
; ee “ eee J 4 4 , q “a ee ee i arc. ae {Tae Pe RS: ene er 

oa ; =. oun a law ge. Sen ERR Nas Oke. . aa ne 2. 
" ome Le if SC 2 oe See Sani’ bgt (Nain at eae Oi ger CURLY ate 

causal ; eR ET mp Soo 2 en ee a on OE re ee ee Se ions, eo fa 

| rae ees aa OS eee a me ‘EA Rag S| Ee eer! Sek ee Sen eagle 5 2 Rees oe ee ae 
. Eee ee é he Ae a sy ilar Eee ae Vigor ee se Fe eat Sa eit ogo 

Oo eres — ee wee were, eee He aig TE a ates see. sera, 2 gs haeieee eeBe ee ene, i es Sr aN ag oie - 

: oo fe ak, en et a al ccc Oa go ae a oe ee aean Ri Nek 2 Me aces hoe 

: Eris non: fee aot ged ee reper eer tL en eee i a evi a ae ee wipers a ay rey ae 4 § i. Ne 5 Ne ean eae a pate eet 

7 ; rer eae | i I x4 | ty <a sa : aoe oe ate uae aaa “ee : — ? sn teal aa os (Bas See A ae meres 

ie |: | sg fois Ns) sa meni a By a at singe CUE Sie coo ate ete ots le ee a ee sory 
2s 4 - : ne Se i 

o . é i 4 : p 4 ere my ody \ ees, ee: pee te 

~ * . . » : ¢ ‘ ] ae \ ri 

' ie 4 : 4 ii Jes es ae iis é, re 

z 18 : t Pe a eee ek hte Ie - iy SN geet MiMi Oe 

j ee fk Repeats iol = ae ae eee abe ie Se rs Se ee ee ape ie pe sega 

. sive Fe a eS pedy ges wie sigh hah Oi eS MA 

‘ us a J. « i Pee e Sele : i wah eee =a i Bie ay Oe hee ee i ee ae ee ae E se oe: 
SU Pe aed er = a es 5 id dee <5 eee a7 : tee ths So pe pst Se = Parente wee ie poten 

ne cae a: Se al BEUT Sar tile eee aes pep eae Ri, Sa A ee ee Lee A Gees SA mee), ete ag znyite: 

(iia madaae Ly F ee eer he Soi eee yee annem whee Gin hia Ana aethee” ng A RE oe a MRIS, oe ARE a ee 

Ay ee ayia aC Dae ca hia be Chee ee ees pe RVR er ene el ee et ayn pee eo cae ee 

cae oe : “ie ae i ay onto rama ated eel Fa 3 uicsade ee EN NR alt eats se ae Ee Pale Se ER atari ean Ne ey cS Se a rode > TONE: I ee 
; FO ee pg ee ee pelle) as 
Chicago. vie ee aig I ee eee ea paky ey Net ine Grew, or Oia RRM Ae Seka ee rte pee nS, 

fs apher: Hedrich-Blessing. sae ee ire te Cae ae ae ee ag ae ace Se Se Senn ee ea gies oa ieee ea aa Ei oc a ee 
Seae- 8 ee. oe ee ee die Rig ster Bigot | eee y's a Ne al eee a Bt ea ete Lyi garetts, SON mae age ce ae a tne 
PRM SO de way: | ee Pie pig ke ee a aks ee % i ote Be ieee pews arte traatey ge eet 1 eee : 

y Zee ipa i a MN ae FG 2 3a fas Se ae ec ag oe fe tee ees Pee hye RO oe & be ee eee cea, aaa < ee caesreies 
: ats = whe ; : f cope wee ee ee ety iy ENE Ba ST om oo eee i nee eu ee eee get OR 4 Bee a ae ee 

<4 4 . 

Py 5 id . 

ee ee : 2 = : 
oe 2 Nae epee cohram ck rene si Pea ak aie oan Oh a a i ee aoe me eee sai er Sie e ime de : = G1 oe FRE cea Nat 2 eR i eee SE Aes ae 

i Corey ier ae see ek: i ae Soren Ad Sy ree + Seat at pail Lalo as il = Z ean, coh 4 oe me ieee ge eed ei te oar cag res nel end PE x ig xs pate eetea apres eee aan ie te Bere Zs Teeter: Soe es ; ms 

OR OEE IE BRL IN  OR EA NOES ea ae AN NS: SEAR ates oe Marne eo? Re eee oo eee or meen pubis, 
c i Je ge Ceara sica abet . och awe os ream Bt ae Sa ar Mi EE EMT Eee OS URL ee ee Le ROE tee ae: Fol” SEAT CEM ey TEEN Ce Aa ve Se Wier ae ek ete - 2 Ep eee SS ey emaees ~ z 



Advertising Age, October 23, 1950 

AM Operators See 
’ = ’ 

2" Racio Still ‘Boss 
ew . - 

sce f of Listening in ‘55 
naa WASHINGTON, Oct. 17—Radio 
or- station owners still believe that 
is there is a long and useful career 

ahead for AM and FM, if a mail 
survey by the committee on ad- 
vertising of the Chamber of Com- 

e~ merce of the U. S. is a criterion. 
for Asking 150 radio station oper- 

en ators not connected with TV their 
_ opinions, and getting 20% replies, 
ill the committee gathered such in- 
as. } formation as this: 

The radio station operators be- 
lieve that TV will garner 53% of 
the nighttime audience against ra- 

dio’s 47%, in metropolitan areas 
by 1955, but over the nation as a 
whole they believe that five years 
from now radio will have 63% of 
the nighttime audience as against 
37% for TV. 

s As for daytime, 25% believe TV 
may be dominant in metropolitan 
areas in the afternoons, but in the 

nation as a whole, both morning 
and afternoon, the radio men be- 
lieve radio will continue to be the 
big brother of TV. 

Within this five-year period, the 

radio men expect radio penetra- 

tion to move up to 97% of the 
homes and 75% of the automo- 
biles, with about 65% of the 
homes having two or more sets. 
They anticipate that 75% of the 
growth in sets will be AM, 25% 
FM. 

Canadian National Names 3 
Canadian National Railways, 

Montreal, has named G. Herbert 
Lash as public relations director, 
succeeding Walter S. Thompson, 
who has retired. Claude Melancon 
and Royd E. Beamish have been 
named assistant public relations 
directors. The appointments be- 
came effective Oct. 22. 

Gets Coffee Account 
St. Georges & Keyes, New York, 

has been appointed to handle ad-| 
vertising of Eppens, Smith Co., 
maker of Holland House coffee. 
|New York dailies will be used and 
TV programs are under consider- 
ation. Scheck Advertising was the 
previous agency. 

Appoints Curry-Risley 
Curry-Risley Advertising, New 

York, has been appointed by Fast 
Mfg. Co., New York, to direct all 
the advertising for Silvarap, a new 
item to prevent the tarnishing of 
household silverware and other 
metals. Direct mail and trade pub- 
lications will be used. 

— 

V FAST te ardent cad enshecer dresiatien. 
Among all publications reaching the building market, Architectural 
Record has the largest architect and engineer circulation. Architec- 
tural Record also has the highest subscription renewal percentage of 
any architectural magazine. 

This clear-cut picture of coverage leadership results in large meas- 
ure from the exclusive facilities of F. W. Dodge Corporation— 
providing demonstrated coverage of building planning and specifying 
activity—regionally, nationally, and by types of building. 

Start your program for 1951 by making Architectural 
Record the “‘pivot paper”’ on your building 
products lists. We'll be glad to supply you 
with any details you need to help your planning. 
Just éall the nearest Record office. 

and you'll use 

Architectural 
Record 

¥.. in architect and engineer circulation 

first in preference among architects and engineers 

first in number of advertisers and volume of advertising 

first in architects and engineers reached per dollar 

‘workbook 

of the 

F.W. DODGE 

i 
published 

by 

LOngacre 3-0700 

architect-engineer” 

119 West Fortieth St. : take 
New York 18, N.Y. is . 

Form Calmore-Gill Inc. 
Calmore-Gill Inc., Cleveland, 

has been formed by the merger of 
Calmore Exhibits and Gill Dis- 
play Co. The new partners, C. Cal- 
vin Moore and Frederic W. Gill, 
will operate in the former Calmore 
offices at 1445 Dodge Court. 

Appoints Morton Bauman 
Morton Bauman, formerly man- 

aging editor of Apparel Arts, has 
been named managing editor of 
Plastics Merchandising, a new 
trade journal which begins pub- 
lication in January. 

Pushes ‘Ruspan’ Furniture 
Spanner Products Ltd., Toronto, 

furniture manufacturer, is using 
Toronto dailies in a drive for its 
Ruspan Originals, contemporary 
furniture. F. H. Hayhurst Co., Tor- 
onto, handles the account. 

Jordan Barlow Joins BBDO 
Jordan Barlow, formerly with 

Newell-Emmett, has joined Batten, 
Barton, Durstine & Osborn, New 
York, as a publicity account ex- 
ecutive. 

EDITED FOR THE SOUTH 

AND ONLY THE SOUTH... 

TAKING YOUR 

ADVERTISING MESSAGE TO 

900,000 
above-average 
Southern homes 

47 —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16" — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 

USE Yollands TO 
SELL THE SOUTH... 
BECAUSE THE SOUTH 

IS SOLD ON... 
HOLLAND’S! 

Simpson-Reilly, Ltd., on the West Coast 
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YOUR ADVERTISING DOLLAR 

EDITORIAL LEADERSHIP 
Commendations from readers 
and advertisers alike are evi- 
dence of the excellence of 
DIESEL PROGRESS’ authoritative 
reporting of news and develop- 
ments in the diesel market. This 
is one of many reasons why it 
pays to use DIESEL PROGRESS 
in reaching the billion dollar 
diesel industry. 

Write today for DIESEL PROGRESS 
Market Data and Media file 

Rex W. Wadman, Editor and Publisher 

Advertising Office: 
2 West 45th St. New York 19, N.Y 

Ector ol ond Production Office 
RIA Nite Ciere 1a Blvd. tos Angeles 46, Calif. 

TH and Robin Hood Ads Lead in 

‘Wisconsin Agriculturist’ Study 
New York, Oct. 17—Interna- 

tional Harvester Co.’s full-page 
b&w ad for McCormick hay ma- 
chines in the April 15 issue of 
Wisconsin Agriculturist & Farmer 
attracted 70% of the men readers 

of the issue—more than any other 

ad, according to Advertising Re- 
search Foundation’s 13th report in 
the farm publication continuing 
study series. 

First honors in the women’s 

readership ranking went to a full- 
page ad for Robin Hood flour. A 
total of 78% of the women noted 
the black-and-red ad, which con- 
tained three recipes. The Harvester 

ad—with a score of 35%—placed 
third on the women’s list, and 15% 

of the men looked at the Robin 
Hood flour insertion. 

The Continuing Study of Farm 
Publications is conducted by the 
Advertising Research Foundation 
in cooperation with the Agricul- 
tural Publishers Assn., with the 
publishers paying the cost. The as- 
sociation and its member publica- 
tions have contributed about $300,- 
000 since 1944 to support the study. 

s Results of the latest study, pub- 
lished in a 92-page report, now 
are being distributed to more than 
3,500 advertisers, agencies and 
publishers. 
Second highest-scoring ad among 

male readers of the 64-page issue 

\ 

LEADERSHIP 
by every standard 
of measurement! 
Facts and figures prove that 
lowa is the nation’s top farm 
market... and that Wallace's 
Farmer and lowa Homestead 

ip. is the top selling medium for 
this rich market. The five basic standards for 
measuring market and media, listed below, tell 
the story. Write us for the reports you want. 

} COVERAGE: Check ABC figures in Standard 

Ste & Data for the breakdown of actual farm 
coverage. 

2, QUALITY OF READER: See the study titled 
easuring the World's Biggest Farmer", based on 

special U. S. census tabulations. 

3 READER TRAFFIC: Check your C Study 
‘Farm Publications No. 4 for readership facts about 

both lowa farm men and women. 

READER PREFERENCE: Send for “InFARMation 
$as0", a study of the information sources of lowa 

farmers, based on lowa State College area sampling 
survey. 

S. DEALER PREFERENCE: Tell us the kind of dealer 
you're interested in and we'll give you the dealers’ 
own answers about the type of advertising they prefer. 

i! 
y IN 9 OUT OF 10 OF 

IOWA'S BEST FARM HOMES 

IN THE FARM PUBLICATION 
- “DEPENDED ON MOST” — 

ie 
IN THE TOP SELLING MEDIUM. 

\ 

WY... your sales message is in Wallace’s 

DES MOINES, IOWA 

Farmer and Iowa Homestead it’s in 9 out of 10 of Iowa's 
best farm homes. It’s in the farm publication more Iowa 
farmers and their homemakers read than any other single 
medium. More of them read it and rely upon it for more 
different types of farm and home information than any 
other publication. 

It’s your best “in” in this top farm market because the 
confidence its readers have in their local homestate farm 
publication naturally has a strong influence on their buy- 
ing habits. 
Farm trade dominates 92% of lowa towns. So to sell 

Iowa, sell its farmers. To sell them tell them right in their 
homes... through Wallace’s Farmer and lowa Homestead. 

Advertising Age, October 23, 195@ 

was a full-color, fourth-cover ad 

of Standard Oil Co. (Indiana), 

which was framed with a bright- 

red border. The Standard insertion 

also was noted by 28% of the wo- 
men, and placed fifth on the wo- 
men’s list of best-read ads. 
A 900-line, black-and-red, jun- 

ior spread boosting Pillsbury’s 
Best flour took second place on the 
women’s list. The ad contained 
photos of nine prize-winning re- 
cipes and announced that each bag 
of Pillsbury’s Best contained 

copies of the recipes. Sixteen per§ 
cent of the men readers also looked @ 
at the ad. 

@ The ten top ads on the men’s | 
list were: 
1. McCormick hay machines 10% 
2. Standard Oil products* 55% 
3. Goodyear tractor tires 48% 
4. Minneapolis-Moline tractors 

and farm machines* 48% 
5. Chevrolet trucks 40% 
6. Red Brand fence* 38% 
7. Farmers Mutual Insurance 37% 
8. John Deere tractors* 35% 
9. Mobiloil* 28% 
10. Hi-Lex bleach, deodorant 

and disinfectant 25% 

*Color 

The ten leading ads on the wo- 
men’s list were: 
1. Robin Hood flour* 18% 
2. Pillsbury’s Best flour* 16% 
3. McCormick hay machines 35% 
4. Chevrolet trucks 29% 
5. Standard Oil products* 28% 
6. Goodyear tractor tires 25% 
7. Hills Bros. coffee* 24% 
8. King Midas flour 23% 
9. Mobiloil* 20% 
10. Wisconsin Utilities Assn., 

all-electric farm kitchens 20% 

*Color 

ws Of the 231 ads in the surveyed 
issue, 25 were printed in two 
colors. All of the 25 were black 
and red, except for one black-and- 
green insertion. 

All readers of the publication 
looked at one or more editorial il- 
lustrations, and 94% of the men 
and 96% of the women noted one 
or more general display advertise- 
ments. 

The report on results of the 
study also includes data on farm 
ownership of readers, education, 

and ownership of livestock and 
poultry. 

Study No. 14 in the series will 
be based on the October, 1950 is- 
sue of Capper’s Farmer. 

3 Join Kenyon & Eckhardt 
Fredrick C. Adams, formerly ad- 

vertising manager of the Semet- 
Solvay division of Allied Chemical 
& Dye Corp., Richard D. Farrell, 
formerly script writer and super- j 
visor for Transfilm Inc., and John 
M. Poole, copywriter, have joined 
the copy department of Kenyon & 
Eckhardt, New York. All three 
will work on the General Electric 
group. 

Resigns Publishing Post 
Former Army Secretary Gordon 

Gray has resigned as publisher of 
the Journal and Sentinel, Winston- 
Salem, N. C., but will retain his 
stock interest and his post on the 
board of directors of the Piedmont 
Publishing Co., publisher of the 
Journal and Sentinel, and operator 
of Station WSJS, Winston-Salem. 

Zugsmith Opens New Offices 
Albert Zugsmith, management 

consultant, formerly located in the 
Waldorf Towers, New York, has 
opened offices at 7078 Hollywood 
Blvd, Hollywood, Cal. Mr. Zug- 
smith also has opened offices at 
bt Wilshire Blvd., Beverly Hills, 

PRESS 
CLIPPINGS 

News items, advertisements from 
U.S. newspapers and magazines. 

BURRELLE’S PRESS CLIPPING BUREAU 
Telephone: 165 Church St., 
BA 7-5371 New York 7 
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Palmer House {in #Fx} = 
CHICAGO 

If the Dragon Lady, Miss Lace, or Cheetah show up at the 

award dinner, don’t be a bit surprised. 

Milt Caniff, creator of ‘“Terry and the Pirates’’ and ‘Steve 

Canyon”’ is going to do some more creating this night. 

Come out and see Milt—the man who gave the comics a fine 

art touch. (Friendly warning: Better toughen up your hands 

for a lot of clapping.) 

AWARDS Bur l Til Isttom 
Here’s another big reason why it’ll be a big evening November 6. 

The award presentation will be handled by America’s TV Puppet 

King, Burr Tillstrom, assisted by Kukla and Ollie. 

This promises to be something unique in award presentations. 

Be sure to attend this dinner and see Burr, Kukla and Ollie 

present the awards. Otherwise, you may have to listen to stories 

about it for weeks. 

Of course, you’ll count yourself lucky to be at the dinner. 

But you may be even extra-lucky. and carry home one of a 

number of valuable door prizes. Be sure to hold on to your 

ticket stub. Bill Miller, Chairman. 

paren ap Sip aye ame aes ame -_-eoOo oro Oe ee er er Ch owe ee ee oer err er 

Call Phil Dobrofsky at Financial 6-0063 or mail coupon for reservations > Phil Dobrofsky, Promotional Arts Inc., 185 North Wabash Ave 
Chicago 1, Illinois 

Please send me ( ) tickets for the 18th Awards Dinner of the Art Directors 
Club of Chicago : 

RED LAQUER ROOM Please reserve (  ) tables 
I 
| 
I 
| 

($6.50 per plate—10 places per table) remit check or money order. ; 

él 

This space sponsored by COLLINS, MILLER & HUTCHINGS, INC. 
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Atlantic Signs TV Series 
Atlantic Refining Co., Philadel- 

phia, is sponsoring telecasts of the 1] 
University of Pennsylvania home| 
football games on Station WPTZ, | 
Philadelphia. Atlantic also will | 
sponsor WPTZ-NBC telecasts of | 
the Harvard-Columbia and Har-| 
vard-Army games on the two Sat- 
urdays that Penn plays away from 
home. N. W. Ayer & Son, Phila- 
delphia, handles the account. 

K&E Signs to Film for Ford 
Kenyon & Eckhardt, Hollywood, 

has signed to produce “To the 
Future” at the Hal Roach Studios,| pyt it is painfully true that the 

Hollywood, for showing on the | sverage shop employe chafes under 
“Ford Theater,” TV series. This emt 
will be the first feature film pro- the restrictions of the safety laws 

even though they are designed for the Ford series on the | 
sane Coast. rete ates | for his own good. The safety di- 

ye 7 

gerenst £ MEMBERSHIP 

GEORGE T HOPEWELL. INC. EASTERN REPRESENTATIVE 

Play It Safe 
e THE HEAVYWEIGHTS of in- 
dustrial relations for years have 
been attempting to determine just 
why the subject of safety seems to 

bore shop people stiff. It is absurd 

OVER FORTY-FOUR YEARS 
OF LEADERSHIP IN _ .. 

ADVERTISING SERVICE 

+ 101 PARK AVENUE. NEW YORK 

Employe Communications 
How to Win Friends Among Your Workers 

By Rosert NEwcoMsB and Marc SAMMONS J 

rector is normally a good guy, with 
a high sense of responsibility and 
a mild distaste for his role of 
policeman. Over a working year 
he saves a lot of human lives and 
prevents many accidents. 
How to tell the story of safety 

is a continuous baffler to many 
people engaged in communication 
with employes. In the opinion of 

your departmentalists, the Nation- 

al Safety Council hit mighty close 
to it some years back with the 

cartoons of Walt Ditzen. Ditzen, 

who has since turned sports car- 
toonist and whose button-nosed 
characters now appear daily in 
many newspapers, originated 
safety’s “fall guy,” a forlorn but 
lovable little character whose lack 
of caution and good judgment was 

always getting him into trouble. 
That technique, which shunned 
ridicule and still made its point, 
seemed enormously successful, 
and the best testimony is that Dit- 
zen’s stuff—some of it years old 
—may still be seen in thousands 
of plants around the country. 

e@ Pepperell Mfg. Co. in Boston, 
which produces an employe paper 
called “Pepperell Sheet,” appears 
to have explored the possibilities 
of the cartoon treatment to teach 
safety. Each month the publication 
carries a full-page cartoon by Jack 

Bliss, and so warmly has the fea- 
ture been received that Pepperell 
has now published a special car- 
toon book, consisting of Bliss’s 
drawings. The book has been 
sponsored by the company’s safety 
committee, which reports in an in- 
troduction that “there has been so 
much interest shown in the safety 

cartoons that have appeared in the 
‘Pepperell Sheet,’ we thought you 

might enjoy having a collection of 
some of them.” 

Bliss takes everyday situations 

Caring Mod Mant 
THE FIRST NATIVE-LANGUAGE NEWSMAGAZINE 

FOR ALL LATIN AMERICA 

Next month a new airborne magazine takes wing to the south. 

aoe tan 
aed SF 

Its twin purpose —to bring Latin Americans for the 

first time in their native tongues the kind of authentic, 

broadscale news coverage that the major newsmagazines 

bring you here in the U.S.—and to offer export 

advertisers for the first time a single medium through 

which to blanket the key people throughout Latin America. 

WHEN ? Every two weeks. First edition in Spanish 
November 14. Portuguese edition to be announced soon. 

HOW ? Edited in New York, the news center of the 
Hemisphere. From films flown from New York, the Spanish 
edition will be printed in Chile and Texas. Distribution by air 
within 5 days after closing to 6,000 newsstands 
throughout Latin America. 

WHO ? VISION is independently backed by a group of 
prominent U.S. and Latin American businessmen. William E. 
Barlow, formerly with Time-International, is the publisher. 
Edwin Stout, former Assistant Managing Editor of Newsweek 
and Foreign Editor of the Associated Press, heads VISION’s 
staff of both Latin American and North American 
journalists — selected for their proven ability in the 
international news field. Reporters will be stationed in the 
leading cities of the world. Up-to-the-minute news of Latin 
America will be covered by roving editors and photographers. 

WHY ? Latin America’s 20 nations have long been laced 
together by common interests of culture, religion, 
and languages. Recent industrial and educational advances 
have stirred in them a new hunger for more complete 
news about themselves, their neighbors and the world. 
To the people of Latin America, VISION will bring world-wide 
news edited to their own interests and printed in their native 
languages. To advertisers, VISION will offer the first broad 
coverage of the horizontal executive audience throughout 
Latin America —the men who own, decide, influence, and buy. 

50,000 circulation is the initial guarantee, for details write 

VISION, INC. e 231 East 51st Street, New York 22, N. Y. 

Advertising Age, October 23, 19) 

in both the home and the shop, 
and puts over the safety message 
without grinding his heel in the 
worker’s face. He is well aware 
that the cartoon is a great common 
denominator in any shop, and that 
if you can make your point and 
gain a laugh at the same time, you 
may have improved a safety rec- 

ord right then and there. 
The effectiveness of any safety 

message is hard to measure, just 

as most devices of communication 
with employes are hard to meas- 

ure. But there must be something 
both good and effective about the 
device which employes like well 
enough to want it incorporated in- 
to a book for permanent keeping, 

Gotham Launches Campaign 
Gotham Hosiery Co., New York, 

is promoting nylon stockings with 
fractional to full-page ads in the 
Christian Science Monitor, Glam- 
our, Harpers Bazaar, Ladies’ 
Home Journal, Mademoiselle, The 
New Yorker, New York Times 
Magazine, Playbill, Today’s 
Woman, Vogue and Woman’s 
Home Companion. The campaign, 
which will run to the end of the 
year, is expected to reach 22,905,- 
601 readers of these magazines— 
“one of the largest total circula- 
tions ever bought for Gotham.” 
Sterling Advertising Agency, New 
York, is handling. 

Starts Macaroni Drive 
Mission Macaroni Co., Seattle, 

has begun a fall advertising pro- 
motion, using 30 dailies in Mon- 
tana, Idaho, Washington and Ore- 
gon, plus TV spots over KING-TV, 
Seattle. Feature of the drive is a 
Christmas card premium offer, 
by which $1 value in Christmas 
cards may be obtained for 25¢ and 
one Mission label. Frank B. Task- 
ett Adveftising Agency, Seattle, 
handles the account. 

Perfect Foods Appoints Cox 
Perfect Foods Inc., Philadelphia, 

maker of Tritzels, Chipzels and 
Sweetzels, has named J. Cunning- 
ham Cox Advertising Agency, 
Philadelphia, to handle all phases 
of its advertising and merchandis- 
ing. Television and newspapers in 
Philadelphia and surrounding 
areas will be used. 

Set Cerebral Palsy Benefit 
The Old Gold Original Amateur 

Hour (ABC, 8-8:45, CST, Thurs- 
days) will move to Chicago for a 
benefit performance on Nov. 2. 
Proceeds of the ticket sale will go 
to the Shady Oaks Camp for cere- 
bral palsy children, Chicago. 
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At newsstands 

e | 

continues to outsell* every other magazine in 

the world—currently by over 200,000. 

f 
| %* More newsstand copies bought per issue than any weekly or any other monthly—_ .- 

ABC averages, 12 months, 1949; first 6 months, 1950. 
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-gets To 

the heart 
of America 

Norman Rockwell's paintings have been seen by 

more people than those of any artist on earth. 

His pictures are masterpieces of color; composition 

and technique. Sure, but that’s not why they are so 

popular. 

They are full of wisdom and sympathy and humor 

and love of life. They go beyond the eye and beyond 

the brain. They get to the heart. 

So it is with The Saturday Evening Post itself, for 

which Norman Rockwell has painted two hundred 

sixty-six covers. The Post is a big magazine by any 

and every measurement. It goes to millions of families. 

But that isn't why it is so much a part of the American 

way of life, in every hamlet, in every town, and in 

every city. 

The Post gets to the heart of America. Its readers 

spend more time with it, and they put more confidence 

in it than in any comparable publication. It has been 

that way ever since you can remember, and it is that 

way today. 

As a consequence, American business continues to 

place more advertising in The Saturday Evening Post 

than in any other magazine. 

Photo taken in Norman Rockwell's studio in Arlington, Vermont 
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Donaldson Outlines 

Six Selling Steps 

for Magazine Men 
Cuicaco, Oct. 16—Magazine 

space salesmen can do a better, 
more efficient job if they will 
practice six “selective selling” 
steps, Ben R. Donaldson, director 
of advertising, 
Ford Motor Co., 
told the Agate 
Club here this | 
noon. 

The six steps, | 
he said, consist of | 
(1) concentrat- | 
ing on logical 
prospects for a 
particular maga- 

zine; (2) deter- 
mining those in a 
company who 

have primary and secondary in- 

fluence on magazine selection, and 

then making certain .that selling 
is concentrated in advertising or 
media departments, and that sec- 
ondary contacts are made only 

with the knowledge and approval 

of the primary group; (3) select- 
ing the proper selling points— 
“What does Ford need in media?” 
not, “What can I sell Ford?”; 
(4) using proper timing, so that 
sales calls do not conflict with 
peaks in pressure for the adver- 
tiser; (5) do part of the selling 
job with promotion, being careful, 
however, to make the promotion 
relate specifically to a particular 
industry or a specific company; 
(6) do a merchandising job which 

meets the needs of a particular ad- 
vertiser, 

a Mr. Donaldson emphasized that 
“the indirect influences” in a com- 
pany (or at any rate in Ford) rare- 
ly make up a list or insist on 
changes or additions, and that list- 
making time is not the time to sell. 

At such a time, he said, the ad- 
vertising executives are under 
pressure, have little time to listen 

to presentations, and little willing- 
ness to do so. The seeds should 
have been sown through the year, 
he said. 

In a brief introduction, Mr. Don- 
aldson expressed the hope that 
magazine publishers would change 
their minds about cooperating with 
the Assn. of National Advertisers 
in developing magazine audience 
studies, asserting that qualitative 
figures are badly needed. 

PUNCHES sheets and covers of any size 
or weight, quickly, accurately 

BINDS up to 250 books an hour with 
colorful GBC plastic bindings 

|BIND THIS MODERN WAY 
right in your own OFFICE 

Add prestige...color...atten- 
tion-compelling appearance to 
sopeste, presentations, catalogs. 
G paste binding equipment* 
quickly ... easily... economically 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn easily... 
lie flat. Complete office equip- 
ment costs less than a type- 
writer...saves 50% over old- 
fashioned fastener-type covers. 
Anyone can operate. 
*PATENTS PENDING 

SPECIAL TRIAL OFFER 
} memo | Send today for information 
FRE E and 2 handy pocket memo 

books bound on this equip 

General Binding Corporation 

Britannica Starts Drive 
Encylopaedia Britannica  Inc., 

Chicago, is launching a new con- 
sumer advertising campaign this 
fall using two-column ads in Life, 
Newsweek, Parents’ Magazine, The 
Saturday Evening Post and Time, 
plus leading media in the educa- 
tional field. Individual ads will 
feature the 24-volume Encyclo- 
paedia Britannica and Britannica 
Junior, the 15-volume reference 
work for school children. Ads for 
the junior edition will feature tie- 
ins with the Quiz Kids and Amer- 
ica’s “Teacher of the Year.” A test 

television show has been launched 
in Chicago (AA, Oct. 9). Wade 
Advertising Agency, Chicago, han- 
dles the account. 

Opens Two Export Branches 
Independent Pneumatic Tool 

Co., Aurora, Ill., manufacturer of 
Thor portable power tools, has 
organized two export corporations 
to operate as Thor sales and service 
branches in western Europe and 
South America. Thor Tool Con- 
tinental Inc., Antwerp, Belgium, 
is headed by Vance G. Turner, 
Thor western Europe export rep- 

resentative. Thor Tool Hemisphere 
Inc., Sao Paulo, Brazil, is South 
American headquarters for Don- 
ald E. Randall, newly appointed 
manager. 

WOV Increases Schedule 
Station WOV, New York, which 

signs on at 6 a.m., has added three 
hours to its broadcasting schedule 
and now signs off at 3 a.m. week- 
days, instead of 12 midnight. The 
time increase enables the station 
to air its new Ralph Cooper. disc 
jockey show, designed to reach 
New York’s Negro population. ¢ 

Advertising Age, October 23, 1950) 

WLW Promotes Harry Folis 
Harry Folts, formerly in the New 

York sales office of WLW, Cincin- 
nati, has been named assistant gen. 
eral sales manager on national and 
spot business of WLW and WLW- 
TV, Cincinnati. 

Promotes MacQueen to V. P. 
Kenneth H. MacQueen has been 

named vice-president and general 
production manager of MacManus, 
John & Adams, Detroit. He hag 
been with the agency almost since 
its founding. 

ment. No obligation. 

808 W. Belmont Ave., Dept. AA10-23 
Chicago 14, lil. 
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| oe Trav ed mi the past 10 or 12 years,” while| printing field. engravings that will stem from 
4 Phot ng ors Chid for Per tting wages and other costs have The first, he said, is the i new photo-typesetting and typo- 
New ; Ge doubled. As a result, he said, “we| facture of thin sheet plates for graphic copy preparation devices.” 

seul! Plate Making to t Away from Them are not able to justify our price) dry offset printing, and ultimately! W. W. Watts, vice-president in 
1 and AtLantic City, Oct. 17—Mem-/|to use them with new develop-| increases in terms of a better prod-| for sheet-fed rotary letterpress charge of the engineering products 
LW. pers of the American Photo-En-| ments in printing,” declared Frank | uct.” printing. In his plant, he reported, | department, RCA Victor, Camden, 

gravers Assn. were told at their 
54th annual convention here that 
they must mechanize and modern- 
ize their methods to meet present 

demands and keep down costs. 
“It is absolutely necessary to de- 

velop a more rapid method of pro- 
ducing engravings if letterpress is 

F. Pfeiffer, vice-president of the 
Reynolds & Reynolds Co., Dayton, 

and president of the Research & 
Engineering Council of the Graph- 
ic Arts. 

Mr. Pfeiffer pointed out that 
“there is very little that is really 
new in methods and equipment in 

@ The speaker charged that the in- 
dustry “missed the boat,” in per- 
mitting offset plate making to be- 
come a separate industry. He urged 
the photoengravers not to make} 
the same mistake with regard to 
two new developments in the 

using dry offset on 

presses has increased production 
20% over usual planograph offset 

runs. 
Another field on which the 

photoengravers should focus at- 
tention, Mr. Pfeiffer asserted, is 
“the ultimate need for original 

standard|N. J., announced that RCA has 

signed an agreement with Inter- 

chemical and is seeking to perfect 

the process. The ultimate aim, he 
said, is “to put last Saturday’s 
football game into last Saturday’s 
paper in full color.” 

Spencer Promotes Two 
Spencer Chemical Co., Kansas 

City, Mo., industrial and agricul- 
tural chemicals, has promoted Joe 
E. Culpepper from assistant gen- 
eral sales manager to general sales 
manager. He succeeds John R. 
Riley Jr., who has been elected 
vice-president in charge of sales. 

Mails Pocket-size Report 
Pillsbury Mills Inc., Minneapo- 

lis, has mailed a pocket-size news 
and pictures annual report to 
those of its stockholders who were 
unable to attend the 1950 annual 
stockholder meeting. 

FACTS Appeal 
SAY IOWA’S TOP FARM FAMILIES 

M 0 R E advertisers 

are making 

MORE sales 

through 

In a recent independent survey conducted by Publication Research 

Service, readers were asked if they “found helpful and practical in- 

formation in the IOWA FARM and HOME REGISTER.” Below are the 

enthusiastic ‘Yeses"’ on just a few typical subjects: 

% who tound MEN sade tthen 

\ 

MEN AND WOMEN 

Farm and Home Building Improvements............M 65% .... W 69% 

Poultry Feeding and Management articles..........M57%....W 55% 

Every page of every issue of the IOWA FARM and HOME REGISTER is 
keyed to the special interests of lowa farming—the world’s wealthiest farm 
market. 
No wonder more rural Iowa families read it and depend on it for practical, 

down-to-earth farming help. It’s their own “business paper,” serving only 
them. 

In rural Iowa, no other paper gives you coverage as great. No other does 
the big 3-way job of the IOWA FARM and HOME REGISTER: more rural 
circulation (7 out of 10 Iowa farm families) . . . More coverage of non- 

resident farm owners living in lowa’s towns and cities (4 out of 5)... 
more farm dealer coverage (4 out of 5). 

If you want to make the most of this best farm market—the one sure way of 
doing it is through the IOWA FARM and HOME REGISTER. Reaches 
253,000 rural Iowa families 13 Sundays a year —the days busy farm folks 
have the most time to read and plan their buying. Delivered as a part of the 
Des Moines Sunday Register to full circulation—now over 540,000. 

See the proof of greater coverage, readership and longevity of the IOWA FARM 
and HOME REGISTER. Phone or write today! 

The Wall Street Journal. 

Our 17.2% linage gain 

(first 9 months, 1950) 

indicates 

how responsive 

Journal readers are to 

Journal advertising, 

and how responsive 

Journal advertisers are 

to The Journal’s 

service to its readers. 

If you advertise to business, 

The Wall Street Journal 

should head your list. 

THE WALL STREET 

JOURNAL 
Published at YOUR ADS ARE BEST READ IN 

Reaches MORE rural lowa families 

than any other farm magazine or newspaper, 
44 Broad Street 

New York, New York 

Represented by: 

Osborn, Scolaro, Meeker & Scott 

New York, Chicago, Detroit, Philadelphia 

Doyle & Hawley 

Los Angeles, San Francisco 

415 Bush Street 

San Francisco, California 

911 Young Street 

Dallas, Texas 
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WTAG Names Edward Quinn 
Jay Berry has joined the radio} Station WTAG, CBS outlet in 

and television staff of Brooke,| Worcester, Mass., has named Ed- 
Smith, French & Dorrance, De-| ward W. Quinn in charge of sales 
troit. promotion and esearch. 

Ferguson Names Trethaway 
Charles L. ‘Trethaway has been | 

appointed export sales manager 
for Harry Ferguson Inc., Detroit 
farm machinery company. 

T- anatinral! 
A NATURAL FOR CANASTA PLAYERS 

...and a “natural” when it comes to winning 
sales results too! These Ranch & Farm News 
aces mean high score for every advertiser! 

| Jay Berry Joins BSF&D 

The Creative Wlans Corner 
This advertisement for Fire Prevention Week is spon- 

sored, so it says, by “the stock fire insurance companies, 
their agents and brokers, through the National Board of Fire 
Underwriters.” This aggregation, so it would seem, would 
be most interested in preventing fire—not only during the 
week of Oct. 8 to 14, but all year long. 
And it is. For the copy says, “Fire takes 10,000 lives every 

year. Most of these tragic deaths are needless. Carelessness 
and ignorance too often are responsible. Do your part... help 

to make every week Fire Prevention Week.” 

s OVER 200,000 38,4 ’ 

CIRCULATION 
* 

WITH 80,000 
RESIDENTIAL 
RANCH & FARM 
sRBSCHIBERS! 

OCTOBER B to 
an () FIRE PREVENTION W wax 

But how does one do his part? The ad doesn’t make this 
quite clear, Indeed, it’s quite possible the half-page ad, in 
black and white, for Hero fire extinguisher, will do more in 
this direction than the National Board’s full page in two 
colors. For the Hero ad acquaints you with what actually 

happens, where it happens and what you can do about it— 
and for how much. In fact, The Corner finds this Hero ad 
just about perfect from every standpoint of good advertising. 

The answer may well be, of course, that there’s just one 
e company to satisfy with the Hero ad—Bostwick Laboratories. 

And Bostwick has to sell goods. Get an association on the 
reviewing end of a campaign and their result is usually what 
you find in the National Board ad—a harmless but com- 
pletely ineffective statement of generalities. Cof 

T 
Pan 

‘ Yor 

Bennett's Starts Ad Drive Offers PR Guide = 
Bennett’s chili sauce, Recipe| National Publicity Council for ona 

Foods Inc., Baltimore, is starting| Health and Welfare Services, 257 he 
its first nationwide magazine cam- | 4th Ave., New York, has published wit 
paign this fall. Insertions, begin-| “Public Relations Programs—How pac 
ning in This Week Magazine Nov. | to Plan Them,” by Sallie E. Bright, met 
5, also will appear in Good House- | executive director of the National tive 
keeping, Life and The Saturday| Publicity Council. The manual 
Evening Post. A supporting sched-| analyzes the basic elements in re) 
ule in trade publications includes| planning toward a two-way part- P 

age Chain Store Age, Progressive| nership between the public and a fe 
eee Grocer and Super Market Mer-| social service, health, educational, has 

~~ a chandising. Bennett’s will continue | recreational or civic organization. que 
one a pee of rv it Price is $1. Yor 

682,986 Swine 43.2% of Tex. total moony” package (AA, May }). tive 
6,023 268 Sh 70.1% of T , S. A. Levyne Co., Baltimore, di-| Issues Management Book bee 

’ ep -------------------. ” ex. tota rects the account. The management division of the Yor 

22,897,966 Poultry ................. 81.5% of Tex. total ponmeen ey = sae — 
ineers, Ne ork, re- 4,603,064 Cattle 53.6% of Tex. total ce reer lect Walser ser of| Pared “Seaall Plant Manageniont,” 

501,625 Dairy Cows... 50.6% of Tex. total the Plain Speaker and Standard-|® #99-page guide to modern on- 
1,611,072 Bales of Cotton... 63.5% of Tex. total 

191,992,826 Bushels of Grain. 74.3% of Tex. total 
(Figures Compiled from Texas Almanac) 

Check These Figures in the Territory Served 
Star-Telegram Ranch and Farm News 7 

Effective Buying Income (1949) -$ 3,813,968,000.00 

Sentinel, Hazelton, Pa., has been 
elected president of the Pennsyl- 
vania Newspaper Publishers’ Assn. 
H. E. McMurray, publisher of the 
Jeffersonian Democrat, Brookville, 
Pa., has been elected vice-presi- 
dent in charge of the association’s 
weekly newspaper division. Rich- 
ard A. Swank, publisher of the 
Record, Duncannon, Pa., has been 

the-job management techniques. 
Published by McGraw-Hill Book 
Co., the book shows how small 
plants fit into the economic pic- 
ture, how they are set up and oper- 
ated and the over-all opportunities 
for small plants both here and 
abroad. 

Sets Packaging Contest 
4.1% of Texas elected secretary-treasurer. Variety Merchandiser, New 

Feed Sales (1949) 1% of Texas 651,234,000.00 24 York, R now one entries 
; in its 15th annual packaging con- Drug Sales (1949) ait a tam 115,221,000.00 Arthur Bellaire to Maxon test for new or redesigned 1950 

General Merchandise Sales (1949) 495,925,000.00 Arthur J. Bellaire, formerly with| packages. Entry blanks may be 
59.6% of Texas Batten, Barton, Durstine & Osborn,| secured from the publication at 

Furniture—House—Radio (1949 128,563,000.00 has joined the New York office| 192 Lexington Ave., New York. 
4.3% of Texas of Maxon Inc., as a radio and tele-| Contest closing date is Jan. 31, 

Civilian Pepulation (1949) ai oh Woans 3,328,600 vision copywriter. 1951. 

Gross Farm Dollars (1949) 1,173,165,000.00 
61.6% of Texas 

Above figures copyright 1950, Sales Management Survey of Power 
Further reproduction not licensed, ats 

, AMON G. CARTER The FORT WORTH 

FOR DATA FOLDER 
AND COVERAGE MAP _LARGEST CIRCULATION IN TEXAS 

Without the use of contests, schemes or premiums 
“Just a Newspaper” _ 

Americas 

q FOREMOST: 
TOY TRADE 

Magatine 

publisher M Only ABC Tey Paper WRITE TODAY! STAR-TELEGRAM _ Iiiaiobiey hin 
Write for New Market 

Data Folder 
McCREADY PUBLISHING 

71 W. 23rd N.Y. 19 
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Advertising Age, October 23, 1950 

Rclph Nicholson 

Buys ‘Independent’ 

in St. Petersburg 
Tampa, Fia., Oct. 17—Ralph 

Nicholson, co-owner of the Tampa 
Daily Times, and former publisher 
of the New Orleans Item, has com- 
pleted negotiations to purchase the 
St. Petersburg Evening Independ- 
ent, published across the bay from 
Tampa. 

Mr. Nicholson said he and 
Chauncey Brown, owner and pub- 
lisher of the St. Petersburg paper, 
have “completed an agreement 
which amounts to a sale contract.” 
The price was not revealed, but 
informed sources said it was some- 
where around $1,000,000. 

Mr. Nicholson emphasized that 
the purchase does not in any way 
involve the Tampa Times, and that 
no changes in policy are contem- 
plated for either publication. He 
will make his home in St. Peters- 
burg. 

a The new publisher resigned as 
general manager of the Tampa 
Times (in which he had purchased 
an interest in 1933) to purchase 
the New Orleans Item in 1941. Re- 
building that publication, he sold 
it to the David Stern family (for- 
mer publisher of the Camden 
Courier and other publications) in 
June, 1949, and went to Europe 

under John J. McCloy, U. S. high 
commissioner for occupied Ger- 
many. 

The St. Petersburg Independent, 
famed for its practice of giving 
its papers away on every day on 
which the sun does not shine, is 
published six afternoons weekly 
and has a circulation ranging from 
20,000 in the summer months to 
about 35,000 during the winter 
season. 

Cotfee Bureau Forms Council 
The executive committee of the 

Pan-American Coffee Bureau, New 
York, has voted to form a new 
Technical Advertising Council to 
consult with the bureau on all 
hases of its advertising work. 
he new council, which will work 

with the bureau in an advisory ca- 
pacity, will be composed of eight 
members appointed by the execu- 
tive committee of the bureau. 

Opens National Headquarters 
Catholic Press Assn. of the U. S. 

has established national head- 
quarters at 120 Madison Ave., New 
York 16. James F. Kane, execu- 
tive secretary of the group, has 
been named director of the New 
York office. 

“30 Ways to 

Dress up 

the Bathroom” 

@ $1.00 gets you $2.00 that 

you'll find practical ideas for 

your own home —PLUS usable 

advertising and selling ideas in 

“Sales Appeal in the Bathroom” 

starting on Page 26 of PRACTI- 

CAL BUILDER for October. 

“PRACTICAL 
BUILDER” 

Starts Air Mail Edition 
Motion Picture Daily, published 

by Quigley Publishing Co., New 
York, has started an air mail edi- 
tion. The new edition, published 
on Tuesdays, has as its slogan, 
“Today’s News Today.” 

‘Newsweek’ Shifts Paulson 
Bill Paulson has been added to 

the New York sales staff of News- 
week. He was formerly manager 
of we advertising service depart- 
ment. 

Russell Baker Joins KGO-TV 
Russell Baker, formerly pro- 

duction manager for WOW-TYV, 
Omaha, has been appointed pro- 
ducer-director in charge of studio 
telecasts for KGO-TV, San Fran- 
cisco. 

Joins ‘Seattle Times’ 
Clarence W. Sherman, formerly 

personnel officer of Puget Sound 
Power & Light Co., Seattle, has 
joined the Seattle Times as as- 
sistant business manager. 

Hoftman Appoints Burns 
Edward Burns, formerly pro- 

duction manager of McCreery Inc., 
Beverly Hills, Cal., has been 
named production manager in the | 
advertising department of Hoff- 
man Radio Corp., Los Angeles. 

Bourne Joins Atherton 
Humphrey M. Bourne, formerly 

with H. J. Heinz Co., has joined 
the Atherton Advertising Agency, 
Los Angeles, as copy chief and 
director of merchandising. 

Prints Marketing Cases 
Funk & Wagnalls Co., New 

York, has published “Case Histor- 
ies of Successful Marketing,” by 
Hector Lazo, adjunct associate 
professor, Graduate Schoo] of Bus- 
iness Administration, New York 
University. 

Ann Bliss Joins Vladimir 
Ann F. Bliss, formerly with the 

Johnson Advertising Agency, has 
joined the copy staff of Irwin 
Viadimir & Co., New York. 

THERE’S 

wo 

— 

And no dips in this fast-climbing sales chart. Year in 

and year out, there’s peak demand only in the burgeon- 

ing boy market for bicycles. Today— 

83.6% of all BOYS’ LIFE Subscribers own bicycle: 

An amazing figure? Sure. But only one of m 
covered by the BOYS’ LIFE 1950 Survey. 

un- 

For smooth, easy riding on the road to sales, take a 

tip from these bike (and 
BOYS’ LIFE: 

Arnold Schwinn 

Bendix Eclipse 

Cleveland Welding Co. 

Delta Electric Co. 
Diamond Chain 

New Departure 

accessory) Advertisers in 

Poodyear Tire & Rubber 

Raleigh Cycle 

Stewart Warner 

U. S. Rubber Co. 
Westfield Mfg. Co. 

Z A great selling force in 

; the boy market read 

4 by 1,800,000 boys each month. 

Pack boy power in your '51 schedule with 

Boys Life 

Roll up your sales in '51 and coast home in high 

gear with BOYS’ LIFE: the national magazine for 

boys. 
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W YORK 
The Journal-American delivers 

“extra dividend” coverage in New York's 

higher-income areas 

iY you want to put your advertising dollars 

to work most profitably in New York, 

invest them in the ‘buying plans of New 

York’s largest evening newspaper audience. 

, The prospectus is clear. More than 

Mi 700,000 families read the Journal-American 
every evening ... far more than can be 

reached by any other evening newspaper. 

In fact, 4 out of every 10 families that buy a 

metropolitan evening newspaper read the 

Journal-American. 

More than that, the Journal-American 

delivers preferred coverage. In 42 of New 
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York‘s 62 higher-income districts—according 
to a new analysis by another New York 

paper—the Journal-American substantially 

leads all other evening newspapers. And, 

according to the latest A.B.C. audit, the 

Journal-American sells more newspapers in 

New York’s 8 best suburban counties than 

all other metropolitan evening papers com- 

bined. 

You invest in quality-coverage as well 

as quantity-coverage when you advertise 

in the Journal-American. The result? Extra 

dividends in volume sales! 
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40 

TOP BRASS, 

Results? 

He heard from the 

This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 

He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 

He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 

themselves! 

“I can’t recommend 

(maximum—two) 30 

HELP WANTED 
PERSONALIZED SERVICE 

We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 

**AND** 

Writers, Publicity, Public | — eameed Me- 
dia, Art and Production talen 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 

CAR CARD Advertising Salesman needed 
for Chicago. Age 30 to 50. Selling exper- 
ience. $400 to $500 per month. Rush writ- 
ten — /— photograph to 

3398 ADVERTISING AGE 
ll o "sith St., New York 17, N. Y. 

‘opywriter. $350 “mo. 
Advertising Agen 

GEORGE WILLIAMS—-PERSONNEL 
209 S State St., Ha 7-2063 Chicago 4 

COPYWRITER-IDEA MAN 

age 
’ experience in creating circulars, 

mailings and the complete range of pro- 
motional material in the direct mail and 
direct selling field. Interesting work and 
good starting pay with unusually fine 
chance for advancement in position and 

Pleasant business association with 

Information for Advertisers 

No. 3768. A Seven-State Western 
Farm Market. ; 

This ready reference summary 
of market and media data of the 
Sure Crop Area served by Western 
Farm Life is offered by Katz Agen- 
cy Inc. Included are a_ section 

describing the seven-state market, 
with a table showing sources of 
farm income; a county breakdown 
of the publication’s circulation, as 
well as a chart showing coverage 
levels; linage figures; editorial fea- 
tures and merchandising services 
offered by the publication. 

No. 3770. Philadelphia Automotive 
Facts. 

This study, the eleventh in a 
series published quarterly by The 
Philadelphia Inquirer, covers pas- 
senger and commercial vehicle 
sales in the Philadelphia retail 
trading area for the first six 
months of 1950. It presents, in 

table form, sales according to 

make and sales area as compared 
to those in the same period of 

1949. Total new passenger car sales 
in the Philadelphia market are 
listed for the first six months of 
each year from 1947 through 1949. 

No. 3771. Sales Ideas to Move 
Merchandise. 
How Poster Products Inc. builds 

sales ideas to move merchandise 
for national advertisers is told and 
illustrated in this new folder is- 
sued by the company. Illustrations 
offer ideas on the use of functional 
display cases, medium and giant 
size exhibits for point of sales ad- 
vertising. A summary of the vari- 
ous services offered advertisers is 
included. 

No. 3772. Information on Uses of 
Lithography. 

The W. A. Krueger Co. has 
issued an attractive brochure ex- 
plaining the process of offset litho- 
graphy and its advantages. It 

offers a pictorial tour of the en- 
tire plant, showing the various 

steps a job goes through before 
completion. Examples of various 
types of lithography are illustrated, 
as well as some of the services 
offered by the firm. 

No. 3774. Advertising Specialties. 

Twenty-eight different advertis- 
ing specialties which can be im- 
printed with company name or 
sales message and distributed as 
sales reminders, Christmas gifts 
or as premiums are illustrated in 
this kit offered by Federal Tool 
Corp. Each item is illustrated on a 
loose sheet and punched for filing 
in a standard binder. Product in- 
formation as well as individual 
and quantity prices are included. 

No. 3777. Market and Media Data 
on Textile Industries. 

An outstanding job of present- 
ing basic market and media data 
on the textile manufacturing in- 
dustry has been done by Textile 
Industries in this attractive bro- 
chure, Prepared according to NIAA 

recommended outline, it makes use 
of numerous graphs to give read- 
ers important facts about the field 
and the publication. 

No. 3778. U. S. Market for Over- 
seas Goods. 

This booklet prepared by J. 
Walter Thompson Co. offers valu- 
able assistance to overseas manu- 
facturers interested in selling the 

U. S. market. It contains informa- 

tion on the nature and size of var- 
ious U. S. markets, distribution 
and merchandising and advertising 
planning. 

No. 3780. Denver Station Audience 
Comparisons. 

This folder presents maps and 

statistical data for Station KOA, 
Denver, compiled from the of- 
ficial Broadcast Measurement 
Bureau Report of Study No. 2, 

showing the station’s coverage of 
the mountain-plains market. 

Note: Inquiries for the items listed above will not be serviced beyond Dec. 4. 

COUPON TO OBTAIN I FORMATION USE 

200 E. Illinois St., Chicago 11, Ml. 

—please print or type) 

Readers Service Dept., ADVERTISING AGE 

Please send me the following (insert number of each item wanted 

NAME TITLE 

COMPANY 

ADDRESS 

STATE 

largest organization of its kind in the 
South. Live in friendly, medium-sized 
southeastern city. The man we want is 
probably at present employed as an as- 
sistant to Sales Manager in a mail order 
or direct selling business. Write in strict 
confidence, outlining past experience and 
including samples of work. Send photo. 
MANUFACTURER, 

Box 3425, ADVERTISING AGE 
ll E. 47th St., New York 17, N. Y. 

Industl Writer—Engrng ee eencnnenel 
Market ch y exp. 

t Ee tive... Salary 

hp Artist ti Spen 
SHAY AGENCY 

30 W. Washington ___ Chicago 2, Il. 
Opportunity for Artist 
Versatile, experienced advertising artist 
who can art direct, supervise production 
for small, sound AAAA agency in a grow- 
ing, friendly southwestern city. Not an 
easy job, but real opportunity for man 
or woman with ambition, talent, some ex- 
ecutive ability who wants to live in the 
sunny southwest and make important 
place for himself with progressive agency. 
Man must be draft exempt. Reply prompt- 
ly in full detail to 

VERTISING AGE Box 3427, AD 
200 E. Illinois St., Chicago 11, Ill. __ 

Copywriter-Top agcy. Pkg. gds. exp..Open 
Copy Contact Ace-Nat. agcy. exp....Open 
Public Relations-Expert writer. Food mfr. 
background. Know economics.......... $7000 

Research Mgr.-Top agcy. Consumer-cos- 
metic exp. required tart $5000 

Pub. Kelations-Trade edit. exp. Handle 

THE ADVERTISING MARKET PLACE 
Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 

letters and spaces per line; upper & lower 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 
ceding publication date. Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 

» . . 

« , 

$300 a qualified representative in New York, 

case 40 per 

POSITIONS WANTED 
ARTIST—with all round ¢ in 
Adv. Agencies and Art Studios in Chicago 
and N. Y. Layouts that click. Have idea 
for hot T.V. show. 

Box 3426, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

ADVERTISING ASSISTANT or mgr— 
ture seasoned self-starter seeks new 

future. Now Chgo natl rep for top farm 
& np. Like good spot with firm, agcy, 
pbisr., in creative-planning-research-sales 
promotion job. 3 yrs with publishers, 
2 yrs pub. rel., small daily exp., Mo. U. 

. Married, 27, can 
um. 

Box 3431, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

REALISTIC AD-MAN SPECIALIZING 
IN OUTSTANDING COPY 

15 years sound advertising and papetes 
magazine writing. Versatile... Fresh . 
——_ Salary important; but so are 

challenging p 

200 E. Illinois St., Chicago li, Il. 

Editerial-Publicity work. 5 yrs. exp. 
Able writer, coll. educ., vet, 27, empl. 

Box M434, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

Copywriter or Adv. Asst. has 2 years exp. 
with newspaper, catalog and mfgr, Also 
publicity. B.A. in Adv. Draft exempt. 

Box ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

REPRESENTATIVES WANTED 

SALES REPRESENTATIVES 
Established motion picture producer wants 

Chicago and San Francisco to sell all 
types of motion pictures to advertising 
agencies and industrial concerns. Liberal 
commission and expense account. Write 
detailed qualifications to 

Box 3429, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

MISCELLANEOUS 

WEB ROTARY OFFSET 
We specialize in Long Runs (100M and up) 
Newsprint circulars up to 4 colors, full 
page, tabloid or quarter page folded on 
press. Dealer imprints made without stop-. 
ping presses. Catalogs—paste bound on 
press up to 48 pages, stitched up to 96 
pages. Write for samples and prices. 

MIDWEST PRINTING COMPANY 
2037 University Avenue S. E. 

Minneapolis 14, Minnesota 

30,000 HIGH SCHOOL NAMES, Hand ad- 
dressed on gummed labels, ready for mail- 
ing. $7.50 Also elementary schools. 
Write: Style-Rite en 4554 Broad- 
way, Chicago 40, 

trade convention details. 
Home Ec Grad-Know food testing....$2700 

Ask for ELINOR KENT 
MONARCH PERSONNEL 

28 E. Jackson WAbash 2-9400 Chicago 4 

TECHNICAL COPYWRITER—Por instruc- 
tion manuals, industrial sales brochures 
and bulletins. State eppestagse, education, 
personal history, salary. Be willing to 
live in Indianapolis. Interviewing in 
Chicago. 

Box 3428, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 

ae FRED J. MASTERSON 
ADVERTISING & PUBLISHING 

PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 

COPY AND CONTACT MAN with farm 
equipment experience or strong agricul- 
tural background, Permanent job in N. Y. 
with AAAA agency. Ind 
perience also desirable. 

Box 3433, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 

— POSITIONS WANTED 
~~ Advertising Space Salesman 

College graduate. Forceful public speaker. 
Go-getter for new business. Widely ex- 
oa 7 in Middle West. Draft exempt. 

x 3408, ADVERTISING AGE 
200 :. Illinois St., Chicago 11, ml. 

Artist, good letterer, exp. — some 
layout, perm. pos., freelance. 

Box 3430, ADVERTISING MAGE 
11 E. 47th St., New York 17, N. Y. 

SALES TRAINING 
MANAGER 

TELEVISION — RADIO 
Television-radio manufacturer (Chi- 
cago) has interesting opportunity for 
man who knows how fo sell at retail. 
He will be responsible for production 
of films, charts, bulletins; working 
with a training agency. Also capable 
of talking to sales groups. Training 
program has been inaugurated, re- 
quires supervision. Write complete 
details of experience and income. 

Box 7729, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

copy ex- 

ADVERTISING MAN WANTED 
Unusual opportunity for ambitious young 
man in advertising department of nation- 
ally known Chicago tool manufacturer. 
Should have photography experience, en- 
joy travel. Journalism or advertising 
training helpful. Wonderful 2 Sey 
for advancement plus g salary 
State fully background, salary desired, etc. 

Box 7727, ADVERTISING AGE 

REPRESENTATIVE 

for complete Point-of-Sale 

Advertising Service 

A few territories are open in our nation- 
wide sales setup for men who can sell point- 
of-sale advertising. Our nationally-adver- 
tised display materials—including unique, 
exclusive MYSTIK — will open doors for 
you with advertising buyers of every size. 

You will be backed by a live-wire home of- 
fice organization, powerful sales promotion 
and advertising, and complete facilities for 
creating, producing and distributing printed 
cardboard displays of every kind, pennants, 
window trim, outdoor fiber and cloth ban- 

ners and a complete P.O.P. line. Write in 
full qualifications and lines now carried. 

CHICAGO SHOW PRINTING CO. 
2635 N. Kildare Avenue, Chicage 39 

WANTED ARTIST 
Are you @ young man or young woman 

with perhaps not too many yeors of art 
experience behind you—with a definite 
flair for layout—ond yet feeling that you 
are stymied behind people of long experi- 
ence in your present location? If so we 
have a spot in a smal! art department for 
you. You will operate close to management 
being taught those valuable things that 
can only be gotten by contact with expe- 
rience, be able to see your work through 
to final stages and have an opportunity to 
develop many of your own ideas under 
particularly pleasant working conditions. 

Give complete information on education, 
personal qualifications, age and experience. 
Address replies to 

Box 7728, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

ADVERTISING 
REPRESENTATIVES 

New and growing weekly newspaper 
on Govt. procurement small busi- 
ness is poll + to representatives through- 
out the country on commission basis. 
Excellent opportunity for alert indi- 
viduals or agencies acting as pub- 
lisher’s representatives who are able 
to provide good area coverage — for 
maximum business. commissions 
and unlimited sales potential make 
this a sky’s the limit proposition for 
top-notch e salesmen. Give com- 
plete details first letter. All replies 
confidential. 

Box 7732, Advertising 
11 E. 47th St., New York itn. we 
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Settel Writes New 

Book on ‘Effective 

Retail Advertising’ 
New York, Oct. 18—In writing 

the new volume, “Effective Retajj 
Advertising,” Irving Settel hag 
two objectives: 

1. To provide a guide for the 
promotional activities of the smal] 
merchant. 

2. To produce a comprehensiye 
text for the student of busines 
and retail advertising. 

Mr. Settel, advertising manage 
of Concord Clothes Inc., a men’ 

*| wear chain, and an instructor jp 
retail advertising at Pace College 
New York, has done an excellent 
job in achieving his selected ob. 
jectives. 

s He has divided the volume into 
three general sections: the ele. 
ments in the making of an ad; me- 
dia, services and publicity, and 
formulating and implementing an 
advertising plan. Two appendices 
provide a retail ad glossary and 
discuss postal regulations for the 
retailer. 

Mr. Settel writes in a terse, 
lucid style. He has sought, success. 
fully, to eliminate superfluous facts 
and verbiage. And while admen 
may occasionally feel that he has 
over-simplified his presentation, 
the important information is 
presented so that both retailers 
and students of retail advertising 
can put the suggestions to work 
quickly and easily. 

a In his chapter on advertising 
budgets, he says that “advertis- 
ing appropriations should be 
geared to sales objectives.” Ad- 
mitting that this is sometimes dif- 
ficult, he nevertheless insists: “A 
certain sales potentiality must be 
determined, however. This will be 
a guide. It will show you the way 
to ascertain a budget for promo- 
tion. This amount may vary from 
1% to 5% of proposed net sales, 
Naturally, it will depend upon a 
number of factors, including the 
potential of the town, the store, 
the optimism and faith of the re- 
tailer.” 
Throughout the volume, Mr. Set- 

tel emphasizes the importance of 
planning retail advertising—an 
important factor that retailers fre- 
quently overlook or ignore. And he 
lists a number of tested ideas for 
stimulating business. 

The volume is published by 
Fairchild Publications. The price 
is $4.75. 

BENDER DISCUSSES 
LEADERSHIP ABILITY 
New York, Oct. 17—James F. 

Bender, director of the National 
Institute for Human Relations and 
instructor at Columbia University, 
has published a new self-help 
manual, “The Technique of Ex- 
ecutive Leadership.” 

The volume covers techniques 
for self-analysis, streamlining 
thought processes, improving read- 
ing techniques and conducting in- 

terviews and conferences. Mc- 
Graw-Hill Book Co. is the pub- 
lisher. The price is $3.50. 

Ross Advertising Moves 
Offices of John William Ross 

Advertising Agency, San Francis- 
~*~ _ been moved to 821 Mar- 
e 

WHOD Names Interstate 
WHOD, Homestead, Pa., has ap- 

pointed Interstate United News- 
a as its national representa- 
ive 

DISPLAY SALESMEN 
Sell full color, 3-dimensional, animated 
bank displays on yearly basis. Liberal 
commissions. Opportunity to build 
large annual income. Exclusive terri- 
tories available. Write Box 7730, AD- 
babe ty H AGE, 200 E. Illinois St. 
Chicago 11, Il. 200 E. Illinois St., Chicago 11, Il. City & ZONE 
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Baers Told Plan 

for $1,000,000 

1951 Promotion 
Cuicaco, Oct. 18—Plans for a 

$1,000,000 advertising, public rela- 
tions and consumer education 
campaign on bread and other bak- 

ery goods were outlined at the 
American Bakers Assn. convention 
here last week. 

Walter H. Hopkins of Chicago, 
director of the Bakers of America 
promotion, indicated that the ad- 
yertising portion of the program 
for 1951 will get under way in 
March, with Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, Look, The Saturday 
Evening Post, True Story and| ing 
Woman’s Home Companion on the 
magazine list. 
The over-all promotion of bak- 

ery products will include a cam- 
paign on bread, a separate drive 
boosting other baked goods, a pub- 
lic relations and merchandising 
program, and a consumer educa- 
tion campaign. Foote, Cone & Beld- 
ing handles ABA advertising. 

a Color pages in national maga- 
zines next year will be similar in 
many respects to the ABA copy 
which ran this year. The program 
is set up on a two-year basis and 
is financed jointly by ABA mem- 
bers 
The ads plugging bread will 

stress the idea that it is an ideal 
food for children and an economi- 
eal buy. Full-color illustrations 
will show the product in use, and 
all copy will carry Bakers of 
America identification and a re- 
minder that 1951 is the tenth an- 
niversary of enriched bread. 
Copy in the campaign for other 

baked goods will include a cartoon 
strip, with situations designed to 

emphasize the argument that home 
baking is a waste of time and 
effort since baked products are 
available from retail bakeries, 
grocers or home delivery sales- 
men. The same media will be used, 
with the exception of the Post. 

s Third phase of the advertising 
campaign (ads account for about 
$600,000 of the $1,000,000 budget) 
will be a separate promotion cele- 
brating the tenth anniversary of 
enriched bread and restating the 
case for enrichment. This part of 
the program still is in the plan- 
ning stage. 
The ABA also will seek to stimu- 

late tie-ins with other food ad- 
vertisers during 1951. This year, 
such advertisers as Campbell Soup 
Co., Armour & Co., H. J. Heinz Co., 
Swift & Co., Derby Foods, Kraft 
and Planters Nut & Chocolate Co. 
ran ads featuring bakery goods 
along with their own products. 

® Merchandising support for the 
program is expected from whole- 
Sale grocers and voluntary groups 
of food brokers, who this year 
distributed more than 250,000 
posters and encouraged food deal- 
ers to set up related item displays. 
Early in the convention, ABA 

members gathered for the dedica- 
tion of the American Institute of 
Baking’s new $1,168,000 building 
here. The structure is designed to 
house educational and research 
facilities of the industry and was 
financed by all segments of the 
industry, through the American 
Bakers Foundation. 
George H. Coppers, president of 

National Biscuit Co., outlined a 
series of problems facing the bak- 
ing industry and suggested that 
the association and its members 
.? up their efforts to find solu- 
ions. 

8 Among the problems mentioned 
by Mr. Coppers were the follow- 

SEASONAL—This fall display for Gallagher & Burton's Black Label (Wil- 
liam Jameson & Co.), featuring a hunter, his two setters and their trainer, in- 
cludes a touch of realism. Around the trainer's neck hangs an actual plastic whistle 
on a beaded chain. Pictures of famous hunting dogs form the side pieces. The dis- 

play was created by A. C. Ebbeson, ad manager. 

ta consumption of Great Britain. 
1. Per capita consumption of| 2. A more satisfactory measure- 

flour decreased 12% between 1940| ment of flour quality is needed. 
and 1949 and is far below per capi-| 3. The industry currently has 

difficulty in producing uniform 
doughs. Mr. Coppers suggested that 
some form of automatic continuous 
mixing of dough may offer a solu- 
tion. 

4. He also urged intprovement in 
market research techniques, to 
determine what additional types 
of baked products consumers de- 
sire. 

Appoints Bollinger 
Milton F. Bollinger, formerly 

assistant personnel director of W.T. 
Grant Co., has joined the executive 
editorial staff of Variety Mer- 
chandiser Publications, New York. 
He will work in the Variety Mer- 
chandiser’s film training division 
and act as editorial consultant in 
the publication’s training program. 

Two Join Washington Agency 
Robert L. Edens Jr., formerly 

with Fuller & Smith & Ross, has 
— the copy staff of Kal, Ehr- 
ich & Merrick, Washington. 
Charles J. Miller, formerly with 
Gertz Department Store, also has 
joined the copy staff. 

41 

To Ley & Livingston 
Norfish Sales Co., Oakland, Cal., 

eanned and fresh frozen shrimp 
distributor, has named Ley & Liv- 
ingston, San Francisco, as its agen- 
cy. Newspapers will be used. 

Fisher Agency Moves 
David E. Fisher Advertising 

Agency, located in New York for 
15 years, has moved to a new plant 
in Towanda, Pa. 

Want to Fall in Love with 
1,000,000 Women? 
Here’s your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKNBT is their 
bible, A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the pursestrings. ..availableto advertisers for 
the first time. Exciting success stories and 

sample copy. Send 
AUNT ELLEN’S Simple copy. 

428 Handcraft Building, Kansas City 16, Me. 

It’s a long time between shaving cream sales in the land of the Two-Days’ 

Growth. In one such group of states annual shaving cream expenditure 

per thousand families totals only $165—against $325 per thousand families, 

or just about double, in another group of states where social and 

occupational pressures make shaving a daily affair. 

And there are variations within variations, too, in the popularity of 

pre-shave preparations—in one region, brushless shave cream leads lather 

by $179 to $46 in annual consumption per M fam., while in another, it’s 

lather over brushless by $120 to $59. 

It’s not enough to pick markets on the basis of income or population alone 

these days—no matter what you make or sell. People just don’t behave 

like statistics—even the weather influences their tastes and habits. 

And knowing the reasons for variations in market potential can be an 

indispensable asset as competition increases and sales grow tougher. 

When it comes to advertising, there’s one medium, the daily newspaper, which 

varies with the variations—fits each market as if it were built for it 

(which in fact, it is). It works on the 

all advertising—like ~ 
principle that 

All Business—Is Local 

coll Burcat of A of the American Newspaper Publishers Association, Inc. is in business to help 

you make your advertising more productive. Call or write us at 570 Lexington Ave., New York 22; 360 North Michigan Ave., 

Chicago 1, or 240 Montgomery St., San Francisco 4. Or ask for your copy of the booklet, “Services Available to Advertisers.” 

Sponsored by the Newark News, Newark, N. J, in the interest of more effective advertising. 
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DETROIT 
190 MILES 

CHICAGO 
90 MILES 

“Test Town, U.S. A.” 

Che 

Soulh Bend 

>| ALL BY ITSELF 
South Bend’s geographical location frees it from the in- 
fluence of other markets. “Test Town, U.S.A.” is self-con- 

tained, self-controlled, self-sufficient. The people who live 

here, buy here—not elsewhere. They are guided by one 

newspaper—and only one. You can’t beat this single-news- 

paper, single-market combination for tests you can trust! 

Get all the facts. Write for free market data book entitled 

> 

— Cribune | 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 

Starts Christmas Drive 
Brown-Forman Distillers, Louis- 

ville, will spend more than $100,- 
000 to introduce its Old Forester 
Christmas gift decanter in a mag- 
azine, newspaper and trade press 
campaign which began Oct. 16. Me- 
dia include: American Magazine, 
Collier’s, Cosmopolitan, Cue, Es- 
quire, Fortune, Gourmet, Holiday, 
Life, Redbook, The New Yorker, 
Time, Town & Country and U.S. 
News & World Report. Metropoli- 
tan and local newspapers and liq- 
uor trade publications also will be 
used in the introductory phase. 
Ruthrauff & Ryan, New York, is 
the agency. 

Felt & Tarrant Ups Koch 
Albert N. Koch has been named 

general sales manager for domes- 
tic sales of Felt & Tarrant Mfg. Co., 
Chicago, manufacturer of Comp- 
tometer adding-calculating ma- 
chines. For the past nine years 
he has served as assistant to the 
president and vice-president in 
charge of production. Donald 
Klein, manager of the company’s 
Brooklyn office, has been ap- 
pointed Mr. Koch’s assistant in 
Chicago, effective Nov. 1. 

LIFE 
[International 
continues to record | 
impressive linage 

Sains over 

949 

And the reason for this continuing success story is not 
hard to find. More and more of America’s and Europe's 
blue-chip export advertisers are realizing that LIFE Interna- 
tional’s high concentration of top prospect readers (92% 
business, government and professional men) is one of the 

best export media buys available today. For full details of 

the many plusses LIFE International offers you in selling 
and preselling today’s unpredictable export markets, write 
for your copy of “How to take the Guess out of the Fu- 
ture.” It defines and clarifies the new approach to successful 
export marketing. 

INTERNATIONAL 

9 Rockefeller Plaza, New York 20, New York | § South Webesh Ave., Chicoge 3 
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$250,000 Ad, PR 

Campaign for Men's, 

Boys’ Wear Planned 
New York, Oct. 17—Plans for 

an industry-wide advertising and 
promotion program to cost at leagt 
$250,000 were outlined at the first 

annual convention here of the 
Men’s and Boys’ Clothing Industry, 

I. D. Robbins, of Barber & Baar 
Associates, New York public re- 
lations organization, said the cam- 
paign costs would be borne co- 
operatively by clothing manu- 
facturers, mills and retailers. 

In seeking the reaction of key 
industry leaders, Mr. Robbins 
said the program, designed to in- 
crease clothing sales, might well 
result in the adoption of a new 
concept of consumer appeals in 
men’s and boys’ wear merchandis- 
ing. 

s Mr. Robbins,-who also discussed 
reasons why the industry “has 
been unable to get its fair share 
of the consumer dollar,” cited 
“Brummel-phobia”—the fear of 
being too well-dressed—as one 
factor. . 

His talk, which gave highlights 
of the results of 18 months’ re- 
search by the committee, also cov- 
ered retail store practices. He said 
it was found, for example, that 
94% of the stores do not test to 
determine the effectiveness of 
their advertising appeals. More- 
over, 87% do not test to determine 
the most desirable size or frequen- 
cy of their ads; and 67% do not 
test the effectiveness of different 
types of window displays and have 
no idea of the relationship between 
their displays and sales. 

Comprising the apparel commit- 
tee are the industry’s three princi- 
pal associations: National Assn. of 
Wool Manufacturers, Clothing 
Manufacturers Assn. of the U. S. 
A., and National Assn. of Retail 
Clothiers and Furnishers. H. O. 
Swanson, president, Nebraska 
Clothing Co., is chairman. 

KECA-TV Ups Rates; 
Names Robert Hill 
KECA-TV, Los Angeles ABC 

outlet, has issued a new rate card, 
No. 3, effective Nov. 1, 1950, with 
a new base Class A evening hour 
rate of $900. This represents an 
approximate average increase of 
28%. New feature of the card is 
the addition of a Class C daytime 
rate, which is half the nighttime 
rate. 

Robert H. Hill, formerly radio- 
TV director of Anderson-McCon- 
nell Advertising, Los Angeles, has 
joined KECA-TV’s sales staff. 

oS Higtng 

“How good the > 
Building Business _ 

in °51?” 
@ What’s ahead? Buyers’ mar- 
ket? Sellers’ market? Home 
building cut 30%? Will remod- 
eling and repairs take the spot- 
light? You'll find these and 
many other questions pertinent 
to your own advertising and 
sales planning answered in — 
BUILDING SUPPLY NEWS ~— 
for October. Read it! 

October- 
issue 

BUILDING 
SUPPLY 
NEWS 
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19507 Tidve-tising Age, October 23, 1950 

, . October Advertising Pages and Linage in National Magazines 
8, 

Pane<c 1 

od a @t inten mat A O64 "tmaa tnae GENERAL WOMEN S OUTDOOR 
; for Ge 1950 1949 1950 1949 1950 1949 1950 1949 GAZI N E 1950 1950 1950 

and eral MAG t T 

cat Yh oe ae ee SAM sracar (enlilecerey wel 2 ah Amer can . A ‘ 
first American Home 87.4 77.9 616.8 631.0 55,266 49,227 389,835 398,812 SEPT. 979,00/ |stPt 1293,47¢ \StL GB 122,424 

ee ag a8 its 330.8 soe i662 19368 142'512 186449 1949 194 194 Amer can agazine 5 5 A ’ ° ’ stry MOOS) wenn es 194 Il M27 173 834 71342 61146 ‘50,322 oct | 14,084,875 oct | —_h2/a,is oct |] 425,385 
Baar Atlantic Monthly 218 247 1894 1835. 9,175 10,367 79,573 67,382 
res Better Homes & 190.1 1616 1,442.8 1,302.6 120,145 102119 911,867 823,266 
a Christian Mer 53. 514 374.5 346.2 23,106 22,068 160,569 148,482 . -_ a _ 

- GES dons ct4neocsétens . — — §, ‘ —— 1950 r CO- cet pyigitiaalynantee pataingt 230 0b. 183.0 1180 418 2912 33,306 21,476 
Cosmopolitan ............... 49.4 491 466. 513.2 21,175 21,056 200,193 220,171 | OCT CT ET OCT anu- Dell Men’s Group ........... 19.0 198 187. 9 170.9 1288 34 12238 1335 mt 34/78 Me 7.955 i a 7 22,618 
Dun's Review ..........00005 ’ , ' ’ . : 

k feck Mogazin ........ 2... 3.9 5.1 0 36.0 1623 2149 15,009 15,048 St £4,046 26,063 AUG. 1227,950)St 220,083 
. re ETE AE So. cs vhunoed sh 30.8 390.2 264.5 34,768 20,950 265,349 179,796 ai = ~~ ai 

Pe tEsuire soo] 983) B32 S796 © S7RO 63,331 56,600 393,952 387,102 orp 35,257 oct. /8,367 SEPT, 489/74 \ oct. |_| 240029 
1 eR acing a a 4 268 226.0 1933 18168 18,425 155,505 132,999 

well ll auchlien’ deavwnativats ue ake = oan? 4 . a Gan pau ieee. 
err . ’ J . . Senet "nn oor 2 mene “Spams ape ee ee Ree new BE, eZee stseteanccces 84 7 267.9 2466 16460 15743 114,966 105,491 Oct. Ott.  Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. 

> in *Grade Teacher ............. 50.0 38.0 a —— 22,039 16,761 1950 1949 1950 1949 1950 1949 1950 1949 
dis. eHarper’s Magazine ...... vem fhe 8 1585 42523 8,050 118,385 66.575 | youn 

fe eens 37 1662 1,036 8 1.0086 109792 108.028 655.223 634873 ve House Peer 7 ,004. 5 . , , i 
House & Garden ......--.--. 154.0 "89 877.2 88,919 97,322 563,241 554,338 | prey tian Sit! 7 yn oe 

ssed Improvement Era ............ 34.8 24.5 301.3 209.4 14,932 10,544 x 90, Child Life ....... 3.6 71 12.8 ‘9 1,548 3,028 
‘ OO ee rr er 30.1 30.4 226.8 204.6 20,612 20,768 155,133 139,889 Open Road Me: 2 9.6 13.5 82 3 9 4131 5.789 

has Macfadden Men's Group eeeses 4.1 14.3 97.6 112.2 ,032 6,149 41,881 48,140 Senior Prom ....... ee ‘ ; 5 135 19.4 161.7 242.3 5,804 8.313 

rare Mechanix Illustrated ........ 77.2 79.0 697.5 708.0 17,297 17, 156,258 158,587 oad @ a6 sa 101 sis 3a) — 26872 ted |e Bil a ee ec ee eh | Ma ls py sities, ationa eogr MD cocccesse ° . . F , P 

of Nation's business Gen cdea ts 40.4 32.7 323.8 297.1 17,382 14,018 138,897 127,45 Comics Magazines 
ature eee 5 J “ ’ > : 2 one Our World ................ 22.5 218 228.0 1612 15,319 14845 154,655 109,669 | pvArchie -. HY ry 3 o. 6f 7 Popular Fiction Group ........ . 130 40 1270 1142 2910. 3,130 28,435 ee | ee Gls Oe ....... 39 66 4.4 658 114 28 

zhts Popular Mechanics ......... 137.1 143.8 1,358.9 1,454.2 30,716 32,208 304,388 325,731 | warvel Comics Group: , ’ 
Popular Science ........---- 135.3 1515 1,273.3 1,322.3 30,303 33,943 285,134 298,455 Tetal'3 ants). -9 2 os we we 6mm. meee 

re- SINS dates canwastie-os 30.9 312 $2182 2387 13269 13,404 93,581 102,474 2 A vee 238 7 a; ss 2 
ane SEEN Gathanaes dbuawess +e .204 190, 2230 2390 8740 8, 95,672 ‘54 » . Je. RS “ 7s ie a i: 

ade sewcccococcl)6 BoB’ oo BS RB ROBB | cts ccc: eS ie’ STS «Se 
that iaeedkssahunspaseeses 95.6 80.5 786.0 661.1 40,169 33,831 333,820 © 287,779 | Natiaual Comics Group: se tes mee wes ase Ct 

Thrilling Fiction Group ...... . 98 109 1172 1333 2202 2,432 26,281 29,847 us a. teeeeee eens a3 os aes os ee 
| to Town & Country ............ 119.5 85.1 654.7 610.1 80,314 57,218 439,995 410,019 » 3 Re . es v3 rey 7 ny 

of ist cued feeds dtkades. v6 43.7 30.8 3181 290.9 18,754 13,197 136,495 124,966 | o.nBlue Unit... “ 3 2 4 —. es 
EY chs 43 oy 4du0-6 00% 5.7 6.8 42.0 33.3 2,450 2,919 17,993 14,265 SS IOP «+++ +0 ‘ q . 3. ial , 

re- MER SANV 04> cciviveeds 63.8 59.7 8399 838.1 37,514 35,104 493,860 492,833 | | Total Group: ............. 47.5 486 5186 474.3 17,955 18,367 196,197 179,475 
Line Total Group ............ 2,438.0 2,195.8 19,293.9 18,540.5 1,220,035 1,085,001 9,403,228 8,949,019 | “Not included in totals. ‘September-October issues combined. 
en- *Not included in totals. “Larger page size 1950. “October-November 1950 issues combined; September-October 1949 issues e Pages——+ Lines——_—_—_—_—, 
not combined. 100th anniversary issue 1Y50. ; Sept. Sept.  Jan-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
— Ww. 1950 1949 1950 1949 1950 1949 1950 1949 
) omen wea Weeklies, Bi-Weeklies, Semi-Monthlies—September 
oan Ee 65.2 845 673.3 931.1 27,956 36,250 288,839 399,239 American Wetly «<0 .0 +++. cs 2 ; 534 es 589.6 : sous g 000 P 534,630 

. “Business Week ............ 7 790. 592. A A 172, 
adh peg RES an er oe BR RR. - 54.2 51.8 14,970 7,778 121,401 

nit- ae waraseesnens . 1 ’ ’ , , Christian Advocate .......... 19.9 ° 199 1635 1481 8255 8,235 Screen Stories ............ 30.4 314 3179 3385 13,050 13,498 : 145,249 | Cpriatian was) (in? sds sana Cassa? 
ci- Family Circle (Nat'l) ........ 42.7 314 343.7 278.0 Re - Be 69D -—s no "was ‘ani uae “ae ‘eae 

f *All Editions ............ 57.0 48.3 486.3 © 426.0 24,435 == 20,719 208,603 182,756 | [PME veeeeseereeeeeeeeees ts «ses ma “ar wa 6m Ulin 
. 0 Fawcett Women’s Group: Rie ahd atbhast corre am 27.9 189 2183 1813 29,245 19816 229,031 ing Motion Picture ........... 33.2 37-1 313.4 336.8 14,226 15,897 134,375 144,448 | GHiE «ee ee esses eeeeeesees sai aes «62saes 2sies dimen 2isee laeT Ea? 
S Movie Story ............. 315 345 305.0 329.6 13,526 © 14,831 130,898 = 14, 47u | Life .. 0.0... .eeeeeee eens CC Ri i ee oy gg 

, True Confessions ........... 43.8 482 398.6 432.8 18,809 20,663 170,798 185,684 | LOOK ..........eeeeeeeeeees . 085. . , , , 
tail Glamour SO aa 2078 ory 4 — snes bay | Py 4 aut. 708 — nerd ‘foes eoeesesesesese 206.9 184.2 1,831.3 1,798.1 86,905 77,361 769, 220 755,174 

Good Housekeeping .......... 18.7 .0 ,467.6 395.9 93, 74,66: 828 1 

ea | Maer Bazar ooo 1561 41-0 LO7R2 1097.7 SEO SERB CTEM GONE | ee LL): Ss Zany Zase3 Looay lagsea: logsis Senses gen7i9 
, — 1 1 91 Se EL toh oe tosavecataseace 39.2 385 (3337 ‘308.1 33,282 32,715 283,609 261,777 
yy eee ya eB. Pee Tepe 54.3 39.7 408.6 369.6 23,375 16.963 175,289 «158,442 
*Real Story TiN tee aN 216 20.8 189.3 201.7 9,295 ,932 81.297 86,631 Pwr d } a a sheees 500.8 345.3 3,239.0 3,033.6 340,534 234,771 2,203,049 2,062,813 
ocreen _ er rrrrrere re le le a , 5 . r 

"i gaa 25.9 189 2087 175.7 11,119 12,820 89,695 117,898 | «Literature i MR RR ER ics RR 4 
Household 2.2... erry 62.7 55.2 476.5 421.3 26,890 23,683 204,396 180,700 | Scholastic “ 20S OERS 242 27984 «2rel? «2B 26B 

BC Steel Seman. Crenp: 727 574 5621 4698 6 806 _ 477,805 rd, yo merle a leds EE ll hoy "296.4 © 264.3 © 2,429.1 2,460.3 123,644 110,999 1,020,234 1,033,335 ue ERR EE y — awe = =5=6| ZR @ 3838389. REP mm 000m fC UP lt ttt he he , . ” i. ’ , , ’ , , 

ith lowe Stars Parse... 16.9 212 189.1 2639 7,270 9,091 81,247 113,281 | “U.S. News & World 
ur Personal Romances ........ 25.4 26.6 237.6 338.0 10,879 11,428 101,955 145,570 ROPE cccccccccccseveers 101.3 99.2 831.5 813.7 42,538 41,647 349,214 341,721 
an Ladies’ Home Journal ........ 1619 145.6 1,196.6 1,194.3 110, 99,011 813,616 812,135 Total Group ............. 3,138.2 2,557.3 23,878.2 22,569.8 1,821,120 1,489,174 13,870,984 13,118,382 
of Ge 94.3 102.0 1,014.2 1,244.0 40,437 43,758 435,143 536,623 “Five issues 1950; four issues 1949. “Smaller page size 1950. “Five issues both years. 

D STE ckesiceyeccesics 83.3 89.3 689.1 (743.1 56,674 60,705 468,534 505,301 
is Parents’ é Nat is: 75.4 83.0 662.0 649.7 32,364 35,596 285,82 276,654 Canadian National Weekend Newspapers (Rotogravure Linage) 

me arents’ . Y. Metro Ed.) ... y 5 x \e A , , ’ ; ~~ Parents’ (Pacific Coast) .::. 78.9 85.2 654.3 ©1704 33,863 36,576 280,849 © 73,143 | ba Patrie ........+-+...0.. a a ee Ee BR RR 
Screenland Unt ............. 25.1 206 2223 189.2 10,756 8856 95,253 Se ft meat wee trae ece esas 6450 «RtC«ASS «OSB «641928 «48919 -«418'872 

io ee 22 bs 08r) §«L40k7 49123 e'ocz | 7AZ'390«Tektaaa. | ‘Star Weekly sss sccccs 91.0 59.5 609.0 463.0 86,463 56,990 _ 578,819 = Pn ctnecebeusmieb qe 047. , 104. s t » a hw ee Peeeee ges ceeese — - - < “ . - . - 
n- Today's Woman ......-....-- 765 46.6 522.4 324.7 32,806 20,000 224,043 139,328 Total Group ...... oseen 263.7 196.7 1,785.2 1,472.3 259,200 193,889 1,755,141 1,449,471 

mas "hone ne 28.4 37.3 289.7 2931 12,183 16,010 124,264 125,809 ae periences ...... ° le le . ” , —— i 
ET iii caciesiis« 444 444 4132 4111 19,045 19,047 177,331 176,336 Tr ie ge oo ST eae OO 

— Radio & Television ” 28.9 38.2 276.7 289.2 12,401 16,374 118,730 124,053 1950 1949 1950 1949 1950 1949 1950 1949 
True Love Stories . 28.0 37.5 2828 297.5 12,004 16,093 121,290 127.767 
True Romances faa 313 40.8 305.8 325.1 13,441 17,523 131,180 139,509 Canadian and Foreign 
—. Pee . fe 5 A ’ 7 F % 4 4 261,984 

Vouue (2 issues) 0, 200.5 188.6 1,499.8 1,602.3 126,696 119,210 947,891 1,012,655 | Canadian Home Journal ...... ee SS eS eS 
estern Family: : . ), . 34,913 311,72 Southwest Edition ........ 44.5 426 399.4 357.9 19,100 18,277 171,832 153,148 EE t9a¥tar rn caseses 4 ae <5 re aes 40153 361,435 
6 ee 58. . y ‘ Northwest Edition ........ 38.2 35.5 349.9 286.9 16, 15,239 150,155 123,172 *t*Life International 28.3 13.6 230.7 127.0 19,210 9,265 156,825 

iy cNorsnera Calif. Edition .... = 33.1 v7 ie ae? Maclean's (2 issues) ........ 69.9 72.0 557.9 6083 47,503 48,976 379,271 ; Woman's Day (Nat'l) ........ 72 © 60.4 © 532.2 © 469.7 30,533 25,917 228,278 §=— 201,460 | Mryieans eeeeres 623 671 5023 5467 41.780 45,066 340.426 
*All Editions ............ 75.2 64.3 580.9 498.2 32,246 27,599 249,213 © 213,702 | TMA i 183 361 1709 2819 3353 24/594 

Woman's Home Companion .... _ 102.5 _ 101.8 778.5 747.3 69,626 69,148 529,247 508,103 +@Revue Moderne ...... ee ‘ 38.3 31.5 pict al === 26099 21,400 
a Total Group ............. 2,436.1 2,404.2 20,733.5 20,665.3 1,226,381 1,214,115 10,308,103 10,410,199 | Reader's Digest: 

*Not included in totals. +Smalier page size 1950. {First issues published September 1949. French Edition ........... 738 78 mes oe ered en Pers 
English Edition ........... . : : ; 

og Speespeges 44.1 43.0 287.5 307.6 30,900 30,073 201,181 Outdoor | cn aleelannaatt 336 37.0 2625 © 3059 23,526 © 25.924 153,720 
American Rifleman .......... . : y ’ , , b¢*Time-Atlantic ........... , . ; : ; 
op p_dheebeeieen aa0 ans Pe e606 3a'o02 R118 371080 3ey 492 jbtime-Canadian UMA TE 134.0 109.8 948.7 778.0 56,280 46,130 398,440 
Fur-Fih-Game .............. 19.9 235 2020 2119 8538 1 87 *Time-Latin American ...... 713 69.7 6035 647.9 29,960 29,260 253,750 : 0,065 86,560 90,873 | f*Ti in 
Hunting & Fishing .......... 164 188 2260 2343 7,049 8,072 96,952 100,579 | ft*Time-Pacific ............. 34.3 255 267.6 2161 14,420 10,710 112,420 
Outdoor Life ...........+++. 63.9 95.8 573.7 568.2 27,410 23,925 246,020 243,720 SS Ae 446.2 456.3 3,417.9 3,326.4 221,615 240,029 1,723,392  1.855,033 
Sports Afield .............. 62.2 68.8 592.5 617.7, 26,680 = 29,525 254,149 265,010 | *Not included in totals. ;Sep.ember linage. “Two issues both years. “All Time issues had four issues both years. {Smaller 

Total Group ............. 275.2 292.3 2,711.2 2,817.0 118,087 125,385 1,162,890 1,208,436 | page size 1950. 

0 isi in Farm Publicati ctober Advertising Pages and Linage in Farm Publications 
Current Month Com- : Current Month Com- 
mercial Display Ex- mercial Display Ex- 
cluding Poultry, : cluding Poultry, 

—Total Advertising, In Pages—. ———Total Advertising, In Lines——— Classified and Live- —Total Advertising, In Pages—. ———Total Advertising, In Lines———. Classified and Live- 
Oct. s dan. -Oct. ss Oct. so Jan.-Oct. i stock, In = Oct. Ss — a = = —— > — In Lines 

: 

‘arm azine. Miss.-La.-Ark. Edition 85.5 76.2 777.2 672.8 58,119 55,483 528,428 489,783 
F Mag 4 tons Gites ...... 93.3 811 8319 717.1 63,424 59,013 565,744 522,093 
Capper’s Farmer ..... 51.3 43.5 5148 486.5 34,909 29,584 350,100 330,860 34,168 28,791 *Aver. 5 Editions .... 89.4 79.4 799.1 694.4 60,805 57,773 543,487 505,429 
Country Gentleman .... 109.4 108.8 971.2 1,009.9 74,415 73,959 667,838 686,706 73,228 73,001 | Successful Farming .... 118.2 109.4 . 982.9 927.5 53.174 49,250 442,290 416,848 
Dy PRE — ™ 6 oe Se Se ee Om SH! sees ........ 840.4 761.8 7,439.1 6812.9 515,489 485,991 4,593,703 4,355,174 
pu ER n = P *Not included in totals. ‘Separate publications 1949. “Smaller page size 1950. 

Eostera Edition .... 4225 —— —— —— 2993 —— — — —s70e02CO 
Western Edition ..... 44 —— 4875 —— 43816 — © 343,221 — 42,181 —  Monthlies 

*Progressive Farmer: 
Carolina-Va. Edition . 90.4 81.1 797.4 696.4 61,459 59,056 542,292 ; 59,504 56,578 | Agricultural Leaders 
Ga.-Ala.-Fla. Edition 92.4 80.4 816.5 7028 62,843 58,528 555,224 511570 60,776 56,136 pee 21.8 221 207.8 229.1 4,284 4,326 41,908 44,953 
Ky.-Tenn.-W. Va. Edition 85.6 78.0 777.2 682.3 58, 56,782 525,749 : , 54,756 | American Fruit Grower. 13.3 108 2915 277.8 5,662 4,618 124,289 118,596 
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44 

1950 

American Pou : 
Eastern Edition ..... 30.9 
Central Edition ..... 27.6 
Western Edition 25.7 
*In all 3 Editions 24.1 

Arkansas Farmer ...... 17.5 

Better Fruit .......... 7.2 
Breeder's Gazette ..... 17.7 
California Citrograph . 29.0 
Cattleman, The ....... 109.0 
Electricity on the Farm 19.7 
Farmer-Stockman ..... 34.6 
Florida Cattleman ..... 40.6 
Florida Grower ...... 20.2 
‘*Idaho Granger ...... 8.8 
Kentucky Farmer ..... 215 
Michigan Farm News .. 2.0 
National Live Stock 

Producer .......... 6.7 
'*Nation’s Agriculture 5.9 
New Jersey Farm 

and Garden ........ 41.0 
Ohio Farm Bureau News 10.4 
Pacific Poultryman .. 31.3 
Poultry Tribune 

Eastern Edition ..... 40.6 
Central Edition ..... 36.0 
Western Edition ..... 31.7 

*In all 3 Editions .... 30.3 
Southern Farmer ...... 7.5 
Southern Planter ...... 28.3 
Turkey World ......... 40.0 
Western Dairy Journal ..39.5 

n Li 123.0 
'*Wyoming Stockman- 
WE cccccccccccs 8 

eeeeweee 

lowa Farm & Home 
ister 

319 386.8 
29.1 328.6 
28.0 289.0 
25.3 270.4 
9.7 140.7 

26.3 380.3 
83 165.2 

22.8 196.5 
29.1 269.1 
96.5 938.6 
158 115.1 
35.3 344.8 
36.6 413.6 
“48 176.5 
6.9 79.2 

19.0 203.7 
2.2 20.0 

7.2 89.6 
5.4 616 

45.6 402.5 
116 80611L5 
32.4 358.2 

45.1 469.4 
37.8 402.9 
37.6 353.4 
32.8 326.7 
9.6 81.8 

28.6 277.8 
4.3 463.8 
42.1 386.0 

125.1 9615 

14.0 
Total Group 508.5 9226.2 5507.6 6 

*Not included in totals. iSeptember | inage 

Newspaper Monthly Farm Sections 

EE cnceheets oe 23.5 27.3 235.9 
Rural Gravure ........ 5.3 5.9 55.5 
Star Telegram Ranch 

Farm News ........ 176 164 168.5 
Total Group ........ 444 49.6 459.9 

Sept. Sept. 
1950 641949 

pee rena —-Lepteamer 
American Agriculturist . 28.1 252.7 
'*California Grange News 13.0 ae — 
Colorado Rancher and 
re . gees deseo a3 a3 270.9 

*Cooperat ous 
Dakota Farmer ....... 63.1 53.1 492.3 
Fi iD Scnepeeees 64.3 56.3 568.0 
Hoard’ ‘ saree “sees 35.1 37.55 364.4 
Idaho Farmer ........ 40.8 34.2 384.3 
Indiana Former’s Guide hv 22.7 229.9 
Kansas Farmer ...... 39.9 354.0 
Michigan Farmer ...... 427 38.6 407.7 
Missouri Farmer ...... 6.6 5.2 66.7 
Missouri Ruralist ...... 44.9 34.5 297.4 
*Montana Farmer ..... 59.2 50.4 ee 
Nebraska Farmer ...... 78.1 734 £6113 
New England Homestead by 515 325.2 

ne 46.4 459.5 
ceeeaes 03 34.8 369.7 

13.9 109 137.0 

238.7 
45.9 

191.0 
~A75.6 

$2 

vE~ SERS SERRE 

ERusss 

BSERRREGER 
$e yen 

aS ee 

Beas 

RISSSSRaS & . 

@ £238 

Current Month Com- 
mercial Display Ex- 

Poultry, cluding 
—Total oct dan bet Jn — -—Total - a In Lines————. Classified and Live- 
Oct. Oct. dan. Jan.-Oct. stock, In Lines 

1949 1950 1949 

165,943 155,739 11,188 12,044 
140,990 132,162 10,524 11,123 
123,306 115,814 10,011 844 
116,017 106,048 9,372 10,023 
106,580 72,251 12,298 6,727 
163,120 130,791 15,021 11,504 
69,279 65,311 3,028 3,499 
88,436 89,418 4,057 5,145 
180,866 180,215 19,306 19,362 
394,189 395,585 20,735 19,813 
43,628 51,865 7,015 5,645 

262,077 234,442 23,703 24,604 
173,718 163 14,378 9,219 
120,953 109,012 13,207 9,515 
86,285 85,372 9,492 7,532 
159,524 147,863 14,820 706 
46,143 1,716 4,690 5,180 

65,135 54,745 4,387 4,866 
27,736 947 2,664 2,451 

181,207 184,881 13,395 14,740 
50,116 50,814 4,977 4,324 
153,754 132,775 9,503 9,252 

201,394 189,814 14,637 17,443 
172,704 163,503 13,605 556 
151,645 144,376 12,089 14,751 

166 131,653 11,541 13,022 
90,330 1,656 6,990 9,338 

379 «=—:179,906 = 19,016 354 
198,980 195,430 11,546 12,240 
162,158 659 555 9,329 
403,932 035 16,933 

— 13,992 10,336 
4,430,683 4,241,490 330,360 320,305 

254,622 24,022 26,137 
55,668 45,843 5,280 5,894 

_ 180,124 203,440 15,876 15,853 
487,243 503,905 45,178 47,884 

Month Com- 
wt Display - 

i! 
-—Total Advertising, In Pages—. ———Total Advertising, In Lines——. Classified and Liv 

dan. — =—s Sept. Pn Sept. Jan-Sept. Jan.-Sept. stock, In Lines 
1950 1949 

183,963 176,287 18,727 14,081 
—_ —— 12,826 24,202 

203,731 179,868 19,187 20,918 

419,196 440,472 48,424 39,815 
445,293 469,608 45,739 37,980 
265,362 254,461 19,807 21,224 
290,695 296,057 526 25,771 
180,208 177,359 16,376 11,791 
269,067 265,354 28,463 26,136 
313,051 305,108 34,574 31,000 
50,703 50,177 4695 3,754 

085 210,855 25.827 19,362 
— —_ 998 29,755 

461,907 462,950 47,990 45,134 
227,717 230,313 22,178 23,149 

722 340,602 27,429 25,835 
279,551 295,697 315 26,205 
147,896 130,102 15,148 

MAGAZINES 

515,489 
462,706 

OCT. 

SEPT 

MONTHLIES 

1950 

orl] 434.603 

Advertising Age, October 23, 1950" 

SEMI-MONTHLIES 

437,683 
437, 028 

283, 481,210 
copentamber ay EA Cumulative totals January-September included in totals. “Four issues 1950; five issues 1949. 

‘BI-WEEKLIES oT DAILIES 
1950 

SEPT BS /45, 383 1 58 506 SETI 3504/7 \SEPTLER] 282% OF 4 

MGI) /08,507 * 58,566 224/9/ \NGEE 709360 

un a 194 108,959 50,506 jst 303,544 BRL 272,.54/ 
Current Month Com- 
marcial | Dipl Ex- 

-—Total Advertisi n Pages—. ———Total Advertising, In Lines———. clannifiea a 
Sept. dan. dan Sent danSeot Sept Spe dan Sent. dan Sank. sock In 

1949 1950 

Pennsylvania Farmer... 42.1 35.6 382.6 3621 32,392 14 293,962 279,204 28,573 25,260 
Prairie F seeeee 668 648 585.3 589.8 48,657 a 208 426,033 429,419 41,531 40,040 
Rural New-Yorker ..... 323 25.7 338.9 289.9 20,174 265,530 226,450 20,293 16,151 
Utah F RC 67 —_— — —— _ 3060 — — 30,086 
Wallaces’ Farmer & lowa 

Homestead ....... +. 885 833 6651 640.6 69,419 65,343 521,433 502,703 53,895 52,207 
Washington Farmer .... 42.2 33.0 372.0 382.1 31,853 978 181 866 29,678 24,784 
Western Farm Life .... 288 25.9 288.0 3011 22,556 20,306 225,809 236,015 20,582 18,738 

**Herdsmen Edition .. 28.3 25.9 242.6 239.6 22,176 20,272 190, 827 4214 3,672 
Wisconsin —— cat 44.3 454.1 464.1 40,761 34,699 355,913 363,807 38,938 33,259 

ey "905.4 8,677. 779. 3, 6,613,734 A52 
*Not included. in totals. ‘Spock convention issue 1949. ‘This edition also carries all iinage carried in Western Farm Life. 

Bi-Weeklies—September 
tArtzone i 814 515 572.0 520.7 61,570 38,868 432,509 393,807 58,224 36,971 

armer 

Northern Edition .... 49.3 42.6 460.8 462.0 37,223 32,170 348,333 349,296 34,901 677 
Southern Edition .... 52.7 43.9 465.0 438.0 39,841 33,261 351,322 331,044 430 30,768 

ms League News 9.3 64 1143 798 6,749 4660 83,371 58,078 5,694 2,835 
Total Group ........ 192.7 144.4 1,612.1 1,500.5 145,383 1,215,535 1,132,225 136,249 100,251 

‘Three issues 1950; two issues 

Weeklies—September 
Weekly Kansas City Star 23.7 20.5 215.9 217.2 58,505 50,506 531,981 535,982 47,500 39,281 

Dailies—September 
Chicago Daily Drovers 

na spre 418 37.5 302.7 245.7 88,936 79,873 644,208 522,930 37,400 29,843 
“— City Daily Drovers 

oe ee 42.2 33.0 3513 284.3 89,888 70,182 747,447 606,256 45,713 30,097 
omaha Daily Journal 

Stockman .......... 51.7 48.0 345.8 2915 110,121 102,234 736,088 620,252 65,085 59,648 
St. Lonis Daily Live 
Stock cesses 28.9 241 237.7 185.8 61,472 51,255 505,755 395,414 33,952 _ 27,005 
Total Group ........ 164.6 142.6 1,237.5 1,007.3 350,417 303,544 2,633,498 2,144,852 182,150 146,593 

Canadian 
**Canadian Cou’ 44.6 389 3304 3514 31,221 238 231,403 245,958 23,113 
Country Guide, The .... 47.2 47.0 420.4 400.3 33,955 33,871 305,497 33,955 33,871 
**Family Herald & Weekly Star 

Eastern Edition ..... 95.2 84.3 803.6 765.1 95,242 84,335 803,784 765,193 76,830 63,910 
Western Edition 80.9 74.2 683.9 666.8 680,895 74,262 683,947 666,888 68,478 60,038 

Farm & Ranch 26.7 27.0 224.0 228.9 19,204 19,445 161,275 164,814 844 18,777 
**Farmer's Advocate & ‘Home 

Magazine .......... 44.5 348.2 375.7 30,978 31,136 243,743 23,487 24,774 
Farmer’s Magazine .... 33.7 413 324.2 304.9 23,568 28,917 827 213,442 22,133 27,674 
Free Press Prairie Farmer 104 106.0 888.8 1,032.7 111,218 116, 991,043 1,149,657 77,852 71,958 
“a Producer . 519 449.2 504.7 44,698 55,570 _ 480,558 _ 540,214 31,039 32,229 

devine Bes 293.8 2,615.3 2,663.7 034 272,541 2,443,435 222,947 202,415 

Ailas Names Two; Shoots 

You've heard it before and you'll hear it again 

... ‘There's no substitute for experience.” An 

ever-increasing group of film users is learning 

that thirty-seven years of Atlas know-how is an 

important factor in the production of top quality 

motion pictures, sound slidefilms, and TV com- 

mercials. With complete creative, photographic, 

recording, and laboratory facilities under one 

roof, we are equipped to handle any job, large 

or small, with speed and efficiency. Your inquiry 

is invited. 

Util lm Corporition 
1111 South Bivd., Oak Park, Illinois 

Established 1913 

228 N. LaSalle St., Chicago 

Films for Du Pont, Pontiac 
Atlas Film Corp., Oak Park, II1., 

industrial and television film ’pro- 
ducer, has elected Lawrence P. 
Mominee, with Atlas since 1948, as 
vice-president and general mana- 
ger. Albert S. Bradish, who re- 
joined Atlas in 1949, has been 
elected vice-president in charge of 
production. 

Atlas has produced “Appoint- 
ments for Profits” and “ips Meter 
Than You Think,” sales training 
films, for E. I. du Pont de Nemours 
& Co. Pictures are part of du Pont’s 
distributor-dealer program for the 
company’s Zerone and Zerex anti- 
freeze products. Atlas also is film- 
ing the football All American 
Game of the Week, Pontiac-spon- 
sored telecast now appearing over 
some 30 ABC-TV stations through- 
out the country (AA, Oct. 2). 

Gruen Watch Names Dawson 
William J. Dawson, formerly 

advertising director of White Sew- 
ing Machine Corp., has been ap- 
pointed creative advertising as- 
sistant to Bernard M. Kliman, ad- 
vertising director of Gruen Watch 
Co., Cincinnati. Prior to joining 
White, Mr. Dawson was an ac- 
count manager of Fuller & Smith 
& Ross, Cleveland, on the copy 
staff of McCann-Erickson, and ad- 
vertising director of Brown-For- 
man Distilleries Corp. 

Blake Returns to NBC 

Richard Blake, who left National 
Broadcasting Co. about a year ago 
to write special promotion for 
Life, has rejoined the network to 
handle on-the-air promotion. 

Ernest Hartman Joins WNEW 
Ernest Hartman has resigned as 

program director of Station WSTC, 
Stamford, Conn., to join the pro- 

peer eee et 

duction staff of Station WNEW, 
New York. 
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Firs: Affiliates 

Announced by 

Progressive Net 
Ho.titywoop, Oct. 18—Progres- 

sive Broadcasting System, which 
will begin operations on Nov. 26, 
has announced a long list of sta- 
tions which have been accepted 
into the network. 
Heading the list is the Palmetto 

Network of 24 stations in South 
Carolina and Georgia. Key outlet 
for the “network within a -net- 
work” will be WCAC, Anderson, 
s. C. Glenn Warnock, general 
manager for the Palmetto group, 
represented it in the negotiations. 

Mr. Warnock, who is vice-presi- 

dent of WESC, Greenville, S. C., 
also announced Progressive will 

service that station, replacing 
Mutual Broadcasting System. 

Listed by Larry Finley, PBS 
president, as stations in the net- 
work are: 
WJMO, Cleveland; KWEM, West Mem- 

phis, Ark.; WDOV, Dover, Dela.; WLKB, 
De Kalb, Ill.; WVLM, Olney, Ill.; WSAL, 
Logansport, Ind.; WARG, Columbia, Ky.; 
WJBW, New Orleans; KROF, Abbe- 
ville, La.; WHAK, Rogers City, Mich.; 
WVMI, Biloxi, Miss.; WFCB, Dunkirk, 

N. Y.; WREV, Reidsville, N. Car.; WESC, 
Greenville, S. Car.; WFAH, Alliance, Ohio; 
WONW, Defiance, Ohio; WJEL, Spring- 
field, Ohio; WLIO, East Liverpool, Ohio; 
WRYO, Rochester, Pa.; WCFV, Clifton 

Forge, Va.; WCYB, Bristol, Va.; WHAP, 
Hopewell, Va.; WOAY, Oak Hill, W. 
Va; WCFC, Beckley, W. Va.; KSPO, 
Spokane, Wash.; KAPF, Petaluma, Cal.; 
KKIN, Visalia, Cal.; KVSM, San Mateo- 
San Francisco. 

a Mr. Finley said that KVSM has 
applied for a change of call letters 
to KPBS, and that the outlet will 
open new studios in San Francisco. 
He said an additional list of sta- 
tions will be released within a 
week. Included in this group will 
be outlets in New York, Washing- 
ton, Chicago, Boston, St. Louis and 
Atlanta. 

As previously reported (AA, 
Aug. 21), PBS is designed to serve 
small stations, mostly daytimers, 

which find it difficult or impossible 
to compete with network stations. 
When PBS begins on Nov. 26, it 
will supply a full 12 hours of pro- 
gramming each day. 

Block programming will be in 

nfine our 

Louisville Trading 
Area. 
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effect the entire day, starting with 
a one-hour and 45-minute “Musi- 
cal Clock” program, which will be 
fed to the eastern, central and 
Pacific time zones from studios 
in New York, Chicago and Holly- 
wood. 

s From 9 to 10 a. m., there will be 
a block of four 15-minute soap 
operas, starring such movie people 
as Mare Lawrence, Barbara Brit- 
ton, Hope Emerson and Jeanne 
Cagney. The remainder of the 
morning will consist of 45 minutes 
of fashions and home economics, 
“My Secret Desire,” an audience 
participation show emceed by Hal 
Sawyer, and “Mel Torme Time.” 

Afternoon features include par- 
ticipation shows starring Tom 
Hanlon, Maurice Hart and Joan 
Leslie. Cottonseed Clark and Dan 
Morton will have their own shows. 
There will be a 15-minute daily 
“Hollywood Gossip” program by 
Charlotte Rogers, and Lou Nova 
will present a daily sports feature. 

Saturday morning programs will 

star Harry Von Zell, Jimmie 
Scribner and Bob McLaughlin. 
Featured on Sunday programs will 
be Alan Mowbray, Page Cavan- 
augh, Hugh Herbert, Stan Kenton, 
Connie Haines, Mel Torme and 
Frankie Laine. 
PBS will use both INS and UP 

news services, There will be three 
scheduled newscasts daily, origin- 
ating from New York, Chicago and 
Los Angeles. News features and 
special events will originate from 
Washington. 

In the summertime there will be 
delayed recreations of major 
league baseball games and other 
sports events. 

Sentry Appoints Metcalf 
George T. Metcalf Co., Provi- 

dence, R. I., has been appointed to 
handle the 1951 advertising and 
sales promotion campaign for Sen- 
try Co., Foxboro, Mass., manufac- 
turer of Sentry Diamond Block 
Method industrial electric fur- 
naces. The account was formerly 
directed by Ad-Service Inc., Wor- 
cester, Mass. 

Publishes Revised Edition 
A revised edition of “Successful 

Selling for the New Day,” written 
by Harry Simmons, has been pub- 
lished by Harper & Brothers, New 
York. The revised edition carries 
a number of new chapters, includ- 
ing Cale on public speaking 
sr public relations. The price is 

Joins Williams & Saylor 
Joseph P. Quin Jr., previously 

with Philip Ritter Co., has joined 
the staff of Williams & Saylor, New 
York, as account executive. 

45 

Offers New Film Guide 
Film Research Associates, 135 W. 

52nd St., New York, has prepared 
a descriptive catalog of motion pic- 
tures and slide films covering 
phases of the American economic 
system. The guide furnishes details 
on 134 films from 63 indicated 
sources. Price is $1.50 to non-mem- 
bers. 

WOV to Graham & Associates 
WOV, New York, has named W. 

B. Graham & Associates, New 
York, as consultant for the met- 
ropolitan Negro market. 

SHADOW BOLES  7lacher vex 

@ WITH OR 

@ ALL STEEL @ FIREPROOF @ BAKED 
ENAMEL FINISH @ CHROME FRAME 

WITHOUT CORD SETS 

@ INCANDESCENT OR FLUORESCENT 

Suited for of both ond 
sign panels. Write for aes o- 

YARDER MFG. CO. 816 PHILLIPS AVE., TOLEDO 12, OHIO 
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WITH 

166,855 
People 

No. 2 

Charleston 159,838 

No. 3 
Spartanburg 147,930 

No. 4 

Richland 141,883 

(Columbia) 

No. 5 

Anderson 90,618 

*1950 preliminary Census 

of Population figures. 

Greenville is your 

Best Market in 

South Carolina! 

MORNING & SUNDAY 

GREENVILLE PIEDMONT 

“TV Guide’ Has 

3rd Largest NY 

‘Magazine Sale 
Has Invested $500,000 

in Advertising—Mostly 
in Its Own Back Yard 

New York, Oct. 18—TV Guide 
—a sensational success produced 
by the mating of television and 

publishing—now has the third lar- 
gest circulation in this metropoli- 

tan area of any weekly, local or 
national. 

Publisher Lee Wagner reports 
that his digest-size magazine, 

which is distributed only in New 
York, New Jersey and Connecticut, 
currently sells at the rate of 263,- 
000 weekly. This puts his “bible 

for video set owners” right up 
there behind Life and The Satur- 

day Evening Post as weekly best 
sellers. 

Admitted to the ranks of Audit 
Bureau of Circulations as of Oct. 9, 

TV Guide, judging from the rate 
of growth in its two-year career, 
expects to hit the 400,000 circula- 
tion mark by the end of the year. 

ABC’s first count for the magazine 
covered the first (133,000) and 

second (188,000) quarters of 1950. 

@ The magazine’s story is that of 
a publisher, who hit upon a formu- 
la for attracting the video audience 
en masse, and an advertiser, who 
used TV to move his product. By 
the end of 1950, approximately 
$500,000 will have been spent to 
advertise the publication, which 
specializes in program listings and 
fan articles. The lion’s share of 
this budget was poured into TV 

spots. 
TV Guide’s attentions now, how- 

ever, are shifting from readers to 
advertisers. The latter will be the 
principal target for a $90,000 fall- 
winter promotion drive. Set to 

break in October, through H. C. 
Morris & Co., this campaign will 

make heavy use of business papers 
and newspapers. It is designed to 

tell potential advertisers “why 
more than one out of every six 

television families in the New York 
area buys and regularly consults 

TV Guide.” Its theme: “More than 

ag. aN aes ie ow..yon con bey colorful QM 0+ ony of there deter! 
Ss 

IN COLOR—Meyercord Co., Chicago, ran 
full-page ads like this in four colors 
during a newspaper test campaign in 
Des Moines, Omaha and Waukegan dur- 
ing the week Oct. 9-14. Albert Frank- 
Guenther Law, Chicago, handles the ac- 

count. 

Guide.” 
Spots on video outlets here and 

in New Haven will continue to be 
bought to call attention to special 

features in coming issues of the 
magazine. 

ws Advertising for the fall months 
already is up 100% over last year’s 
levels. 

Currently based on 130,000 cir- 
culation, advertising rates will be 

hiked early in 1951—probably 
about 50%, Mr. Wagner told Ap- 
VERTISING AGE. A b&w page now 

costs a one-time advertiser $585; 
there is a 15% additional charge 
for color or position and a 30% re- 
duction for retailers. 

In January, TV Guide will be- 
come a “slick” publication, at 
which time it will be able to ac- 
cept “all kinds of color ads rather 
than just publisher’s color as is 

now the case,” it was pointed out. 

a The magazine at the same 
time will expand to 48 pages, 
additional space to be used for 
more detailed editorial program 
information as well as advertising 

copy. Eighteen new names were 

added to the publication’s list of 
advertisers in August and 32 com- 

panies joined the ranks in Septem- 
ber. 

TV Guide is in the midst of en- 
larging its offices at 251 W. 42nd 
St. to accommodate its 38-man 
staff. 

A three-month-old agreement 
with Cowles Magazines to dis- 

250,000 families depend on TV' tribute the video weekly has fur- 

a 

PHOTOGRAPHY °¢ 

PONTIA 
812 W. Van Buren Street °¢ 

HA ymarket 1-1000 

{ONE STOP 
SERVICE | 
You'll be pleased and save time 

by using PONTIAC'S complete 

advertising production service. 

Extra phone calls and follow-ups 

are eliminated because PONTIAC 

servicemen expedite your job from 

start to finish. One phone call to 

PONTIAC brings you dependable 

quality and service that helps you 

make those deadlines. 

UNIFIED SERVICES 
COLOR PROCESS * PHOTOENGRAVING ¢ ARTWORK 

TYPOGRAPHY « ELECTROTYPING 

ENGRAVING & 
ELECTROTYPE CO. 

Chicago 7, Illinois 
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The Eye and Ear Department 

you forgot some of the jokes. 

bill. 

Some time ago, the operator of this clinic gave it out as his 
opinion that Godfrey was over the hill—because, in this De- 
partment’s opinion, he had begun to imitate his earlier, natural 
self and was trying just too goldarned hard to out-Godfrey him- Sse 3 
self; thumbing his nose at the camera, grimacing unnecessarily, }--:.>*.- 

allowing his little band to laugh too loudly at jokes that didn’t ers 
even merit a quiet chuckle; and telling a few that better be- : 
longed in a men’s room than in a living room. Les 

Well, the Department doesn’t want to take back the criticism, 

but it does feel it ought to take back the statement that Red is 
over the hill. If his first program of the year—over CBS-TV 
on Wednesday nights for three sponsors, Toni, Pillsbury and 
Chesterfield—is any indication of what’s to come, Godfrey is | 

far from over the hill; he’s still at the top of it. 
In fact, in the Department’s opinion, Godfrey’s first show 

might well prove an object lesson for other TV performers—and 
sponsors. As everybady knows, 
cently in Hawaii. He devoted his opening show to some very 

friendly commercials, the plugging of a new gadget for playing 

the ukulele, and showing films of his trip—with a running com- 

mentary that made you feel towards him as you would feel 
towards an enormously entertaining guest you had in for the 

evening. In deference to his performers, and probably to keep 

them on the payroll, he had them perform one number apiece. 
The show, however, was Godfrey’s and, looking at it, you 

wondered if Godfrey hadn’t hit upon the secret of good televi- 

sion entertainment—a sort of living room party instead of a 
formal vaudeville show. And, with it, not just sheer entertain- 
ment, but informative stuff that you could talk about long after 

Godfrey makes himself more than just a paid entertainer: he 
makes himself a friend of the family—someone you enjoy hav- 

ing visit with you. Someone you come to believe in and trust— 
a quality of enormous importance to the sponsor footing the 

Godfrey spent a little time re- | 

ther boosted its stock. Its interests 
at the newsstand level are now be- 
ing looked after by Cowles’ 11-man 
New York circulation team, which 
on Thursday’ concentrates on 

Quick and TV Guide. Cowles han- 
dles the magazine on a fee per 
copy sold. 

One report has it that Quick 
itself may arrange to include TV 
program listings for key cities, 

using inserts for separate cities. 

TV Guide has a _ cooperative 

sales agreement with its counter- 
parts in other cities. In on this 
deal are: TV Forecast, Chicago; 

TV Forecast, Boston; TV Digest, 

Philadelphia; Teleguide, Balti- 

more-Washington. Sold as a group, 

they cost $1,400 for a b&w page. 

New York’s weekly has no owner- 
ship affiliation with the other mag- 
azines. , 

‘TV FORECAST’ JOINS ABC; 
RUNS AD ON COLOR ISSUE 

Cuicaco, Oct. 17—TV Forecast 
here has become a member of 
Audit Bureau of Circulations. Its 
average weekly circulation was 

130,000 for the period ending June 
30. 

The weekly now has an estim- 
ated 150,000 circulation, third larg- 

est for any magazine in this area 

and probably the largest per TV 
audience for any TV magazine. 

TV Forecast on Oct. 13 ran a 
420-line ad in the Daily News here 
predicting that there will be no 

color telecasts in Chicago for 

two or three years and that “des- 
pite licensing of color telecasts, 

there will always be black and 
white television.” . 

Seattle, Portland Journals 
Use Joint Promotion 

The Seattle Journal of Com- 
merce and Portland Journal of 
Commerce have teamed up in a 
joint promotion for national ad- 
vertising. The two financially in- 
dependent publications are offer- 
ing: One rate card, one insertion 
order, one plate or other material 
for copy and one billing. Billing 
details are handled by the Journal 
in Seattle. The rate, 18¢ a line, 
is l¢ lower than if space were 
bought separately. 

One reason for the joint promo- 
tion is said to be the desire of 
national advertisers to obtain sec- 
tional rather than purely local 
coverage. Alfred L. Goldblatt Ad- 
vertising, Seattle, is the agency. 

Durkee’s Slates Drive 
Durkee Famous Foods, division 

of the Glidden Co., Cleveland, is 
using two-page four-color ads in 
Bakers’ Helper, Bakers Weekly, 
Chicago Retail Baker and Western 
Baker in a campaign designed to 
provide new recipes for profes- 
sional bakers. Also scheduled are 
ads for Durkee’s vegetable oil 
products in Biscuit & Cracker Bak- 
er, Candy Industry, Cereal Chem- 
istry, Confectioners Journal, Pop- 
corn Merchandiser and Potato 
Chipper. Durkee’s stayfresh coco- 
nut will be featured in Bakers’ 
Helper, Bakers Weekly and Ice 
Cream Trade Journal. The com- 
pany’s margarine ads, featuring 
Brown and Serve rolls, will appear 
in Bakers’ Helper and Bakers 
Weekly in October and November. 
Direct mail and point of purchase 
material also will be used. The 
agency is Meldrum & Fewsmith, 
Cleveland. 

IPI Essay Contest Announced 

International Printing Ink, 67 W. 
44th St. New York, has an- 
nounced the 15th annual IPI essay 
contest in cooperation with the 
National Graphic Arts Education 
Assn. The subject will be “You 
and Color Printing.” For the first 
time 30 cash prizes will be 
awarded with separate, equal 
prizes for young men and young 
women. A _ second contest is a 
competition for designing the 
certificate of honor which IPI 
awards to all sponsoring teachers. 
First prize in both contests is $250. 
Jan. 15 is the deadline for essays; 
Feb. 14 for certificate designs. 

Hospital Association 
Offers Radio Series 
American Hospital Assn., Chi- 

cago, through a grant from the 
American City Bureau, national 
fund raising organization, has 
produced a series of 13 transcribed 
radio programs designed to tell 
the story of hospitals’ services and 
facilities. 

The transcriptions will be made 
available to local radio stations 
which have made arrangements 
with member hospitals in their 
community. The association plans 
that the discs may be rented for 
a small charge or purchased. 

Doris Newman to Levine Inc. 
Doris J. Newman, formerly with 

International Latex Corp., has 
joined the staff of Mervin & Jesse 

Levine Inc., New York, as fashion 
coordinator and account execu- 

tive. 
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fa October 6, 1950 

We salute a grand champion, 

ivision THE ABBOTT PROMOTION TEAM. 

ned to It's good news that your ABBOTT LABORATORIES Direct Mail 

ed are Promotions have been adjudged not only the "Best of Industry" 

le oll in the Pharmaceutical Field, but as well, merit the top honor 

Chem- of THE GRAND AWARD, "BEST OF ALL INDUSTRIES." 

4 we CONGRATULATIONS ! 

turing Such recognition of merit should be a source of inspiration to 
Bakers every one on your ABBOTT promotion team. It pleases us to 

ember. know that we as lithographers have had a part in the production 

l. The of such a meritorious work. 

These awards, too, are compensation and a source of satisfaction 

to all your suppliers, --especially to the graphic arts craftsmen, -- 

3 an- who are striving to meet your exacting production requirements. 

> first Very sincerely yours, 

ssays; 

Mr. Charles S. Downs, Adv. Mgr., 

Chi- ABBOTT LABORATORIES, 
tional North Chicago, Illinois. Over 

PRINTERS OFFSET-LITHOGRAPHERS PHOTO-ENGRAVERS ARTISTS HARRISON 7-3880 
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THE ABBOTT PROMOTION TEAM 
ACCREDITED THE "GRAND AWARD" FOR 

THE CREATION AND PRODUCTION OF THE 

“BEST OF ALL INDUSTRIES” DIRECT MAIL 

Satists and Designers 
Associated American Artists, Inc. « J. Balet 

C. Kuoni e H. Farrell ¢ Hoffman & Patterson 

E. Kula e Lettering, Inc. e G. McHugh 

E. McNear e D. Sackett e M. Sherman ¢ Shum 

Tempo, Inc. « Whitaker-Guernsey Studio 

Sdeas, Plans and Copy 
Advertising Department, Abbott Laboratories 

Jt Direction 
Bert Ray, Abbott Laboratories 

Engnavers 
Collins, Miller & Hutchings, Inc., Chicago 

Premier Engraving Company, Chicago 

Jypographers, Phinters 
ine and Lithographers 
iiahiedien ddan s Magill-Weinsheimer Company, Chicago 

" THE DIRECT MAIL pS a cll or : Py National Office Supply Company, Waukegan " i 
% 2 y FE — x a Packit Envelope & Bag Company, Chicago 

we 4 ou Runkle-Thompson-Kovats, Inc., Chicago 

, AA ms COGHTIN FEELIN 180 1 + The Veritone Company, Chicago 
+ cane ne a arian gn ye: Typographic Service Company, Indianapolis 
USE OF WELL-PLANNED, EFFECTIVE DIRECT MAIL. 4 a 

DIRECT MAIL ADVERTISING ASSOCIATION, INC y * 

ea 2 “: 

Ue ¢ 

Gus a 4 " 
Pee pet THE “BEST OF INDUSTRY” DIRECT MAIL EXHIBIT ee 

y Annual Awards Dinner Meeting of Be 
é BS 

THE DIRECT MAIL ADVERTISING CLUB OF CHICAGO Be 

, THURSDAY EVENING, OCTOBER 26TH Bi 

, Chicago Bar Association * 29 South La Salle Street 29 

a For reservations phone Mrs. Ostwald, CEntral 6-7178 i ' 

’ Hf 

IS A "GRAND AWARD” TO HAVE PARTICIPATED IN THIS ACHIEVEMENT 

Ny) MAGILL-WEINSHEIMER COMPANY * CHICAGO 5 * PHONE HARRISON 7-3880 
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We're swamped with orders—a dazing, devastating deluge. 

This is not due to war orders but to an accelerated rate 

of industrial and consumer buying. 

No one dislikes this embarrassing situation more y 

than we do. We hope it won’t last very long. 

q’ ? 
& 

-_ 

te @ Fn any ply ay BEB carne 9 

Suibaiadin, dae nietdiek Wbtine exdemene come Out. 

But, alas, everybody is out after us for material. 

Of 

LSZ 
Our production men are working themselves to a frazzle to 

U increase output. More material will be coming your way. 

Meanwhile, remember that we are treating everyone 

as fairly as possible. 

~~ 

Remember, too, that we love you. For 

being angels of understanding and 

cooperation, we think you deserve a halo. gS ERCIAL SOLVENTS 
CORPORATION 

17 Gest 42nd Street, Mow York 17, MY. 

CUSTOMERS ARE ANGELS—Commercial Solvents Corp. is using this chatty, cartoon- 
illustrated copy in chemical and paint trade publications to explain a pile-up of 

orders due to shortage of materials. Fuller & Smith & Ross handles the account. 

‘Ebony’ Marks 

5th Anniversary 

of Publication 
CuicaGco, Oct. 18—The Novem- 

ber, 1950, issue of Ebony marks 
the publication’s fifth anniversary. 
While Ebony takes pardonable 

pride in its circulation growth 
(from 50,000 to almost 500,000), 

the anniversary issue emphasizes 
the “tremendous advances of Ne- 
groes in the past five years.” 

In its first issue, Ebony told its 
readers: “We’re rather jolly folks, 

we Ebony editors. We like to look 

at the zesty side of life. Sure, you 
can get all hot and bothered about 
the race question (and don’t think 
we don’t) but not enough is said 
about all the swell things we Ne- 
groes can do and will accomplish. 

a “Ebony will try to mirror the 
happier side of Negro life—the 
positive, everyday achievements 

from Harlem to Hollywood. But 

when we talk about race as the 
No. 1 problem of Negro America, 
we'll talk turkey.” 

The lead article of the Novem- 
ber issue reviews what Ebony has 
done to keep the promise made to 
readers of the first issue. Through 
the picture-story technique, the 
publication described the Colum- 
bia, Tenn., race riots; Billie Holi- 
day’s fight against the dope habit; 
the ten richest Negroes; famous 
Negroes who are married to 
whites; Negro professors at white 
colleges, and a host of similar 

issues, problems and achievements 
of interest to its audience. 

_ In an editorial in the November 
issue, Ebony explains its attitude 
toward race problems and insists 
that it has refused “to carry either 
a chip on the shoulder or a hat in 
the hand...when approaching 
white folks on the race question.” 

= Its answer to the question of 
what the Negro wants, says Ebony, 
is simple. American Negroes want 
“exactly what every American 
Wants.” The Negro in America, 

Ebony continues, “has one basic 
desire—to be considered a first- 

class American with all the rights 
and privileges thereof.” 

As for the question of Negro 
loyalty to America, Ebony asserts: 
“It is about time white folks got 
to know their Negro brethren a 

little better. The facts are that no 
segment of the American popula- 
tion is more loyal to his country 
than the Negro.” 
And the magazine adds “Amen” 

to the statement by Edith Samp- 

son, U.S. Negro delegate to the 
UN, who said: “I would rather 
be a Negro in America than a citi- 

zen of any other land.” 

GE Launches TV Tube Drive 
General Electric Co.’s_ tube 

division will launch a consumer 
advertising drive for television 
picture tubes this month, with 
page ads in Life and The Saturday 
Evening Post. The company be- 
lieves this will be the first con- 
sumer campaign for TV _ tubes, 
and the purpose of such a cam- 
paign, GE explains, is to acquaint 
people with GE tubes, so that 
some 10,000,000 TV set owners 
(estimate for Jan., 1951) will re- 
member GE when they want to 
replace their tubes. 

Yeastex to Food Research 
Yeastex Co., Monticello, Ia., 

producer of Yeastex dog and pet 
food supplement and livestock sup- 
plements and feeds, has reappoint- 
ed Food Research & Advertising, 
Chicago. Plans include large space 
advertising in dog and pet pub- 
lications, plus newspapers, maga- 
zines and direct mail. Farm papers 
and direct mail will be used for 
livestock and poultry feed supple- 
ments. 

Fisher Names Stilphen V. P. 
B. L. Stilphen, formerly direc- 

tor of industrial and community 
relations, Magnavox Co., and as- 
sistant to the president and direc- 
tor of industrial relations, Sinclair 
Refining Co., has been elected 
vice-president of Fisher & Rudge, 
New York, management consult- 
ant. 

Coast Fishing Renames Baker 
Coast Fishing Co., Wilmington, 

Cal., has renamed Lynn Baker Inc., 
New York, to handle Biltmore 
tuna advertising. Harrington- 
Richards was the previous agency. 

Coveney Introduces 

Product-of-the-Week 

in Four More Cities 
New York, Oct. 17—The “Prod- 

uct-of-the-Week’’ promotion 
launched by James A. Coveney 
Co. on a test basis in Denver in 
1948 and since extended to some 
50 cities and marketing areas, is 
now being introduced in Cincin- 
nati, Detroit, Milwaukee and Pitts- 
burgh. Plans call for the develop- 
ment of the New York metropoli- 
tan area next February. 

In the 30 months since the 

“Product-of-the-Week” merchan- 
dising-advertising-sampling pro- 
gram was started, Coveney has re- 

deemed 7,253,000 coupons which 
entitled housewives to substantial 
savings on nationally-advertised 
grocery and other products. 

“The Korean War has not slack- 
ened manufacturers’ interest in 
couponing,” Mr. Coveney said. 

“Our fall campaigns embrace a 
distribution of 28,000,000 coupons, 
featuring 32 products of 20 man- 

ufacturers. Since last January, 65,- 
000,000 coupons on 78 products 
have been distributed in 31 major 

markets, from Boston and Balti- 
more to Seattle and San Diego.” 

@ Operation of the “Product-of- 
the-Week” setup goes like this 

(AA, May 22): Advertisers pay 

Coveney $10 per 1,000 to print, dis- 

tribute and promote coupons good 
for part payment on purchases. 

The company prints and distrib- 
utes the coupons and conducts 
dealer merchandising programs 
and a supporting newspaper cam- 
paign. It collects and redeems the 

coupons and prepares a weekly re- 

|port on store-by-store collections | 

‘ 

and sales of the products. 
The Coveney company has just 

established coupon redemption 

centers in New York, Chicago, San | 

Francisco and Columbus to facili- | 
tate the reimbursement of dealers 
for the coupons which the dealers 
redeem from their customers. | 
Checks are said to be in the mail to | 
dealers within seven days of re-| 
ceipt of the coupons. 
Among the Coveney clients are | 

Armour & Co., perhaps the most 

consistent user of the plan; General 

Foods, American Home Products, 
Best Foods, Campbell Soup Co., 

General Mills, Kraft Foods, Lever 

Brothers, Libby, McNeill & Libby, 

National Biscuit and Snow Crop. 

Campana Signs TV Series 
Campana Sales Co., Batavia, IIl., 

is sponsoring an hour-long motion 
picture series over KECA-TV, Los 
Angeles, for 52 weeks, beginning 
Tuesday, Oct. 17, 10-11 p.m., PST. 
Campana’s complete line of cos- 
metics wili be featured, with em- 
phasis on Ayds and Italian Balm. 
H. W. Kastor & Sons, Chicago, is 
the agency. 

Begins Radio Battery Drive 
General Dry Batteries of Can- 

ada Ltd., Toronto, is using two- 
color ads in Canadian farm pub- 
lications to introduce its metal clad 
radio battery. Dramatized one- 
minute radio spots are supple- 
menting the drive. McKim Adver- 
tising, Toronto, is the agency. 

Luick Dairy Names Herr 
Luick Dairy Co., Milwaukee, 

QUAD CITY RETAIL SALES 

a division of National Dairy Prod- Davenport $1 16,266,000 
ucts Corp., nee i _ ae Rock Island 51,594,000 
Advertising Agency, ilwaukee, . 
to direct its advertising for Seal- Moline 57,121,000 
test and other products in this East Moline 10,556,000 

area. Total $235,537,000 
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INCOME PER 
Use rcester— FAMILY 

Well-Balanced, Ret an pe 
Stable, a tae se 

EFFECTIVE BUYING 

THE DAVENPORT NEWSPAPERS 

HAVE 99% SATURATION IN DAVEN- 

PORT PLUS 10,000 HOMES IN ILLI- 

NOIS WITH THE WEEKDAY TIMES 

AND THE SUNDAY DEMOCRAT 

fined 

the See 

Send direct for our four 
page study, “Worcester— 
Well Balanced for Test 
Campaigns,” or ask 
Moloney, Regan & 
Schmitt, Inc., our national 
representatives. 
' The Worcester Tele- 
gram-Gazette completely 
blankets this active, pros- 
perous and compact mar- 
ket. Daily circulation in 
excess of 140,000. Sunday 
over 100,000. 

In Worcester — the city of 
healthy industrial diversity, 
sound economic growth and 
consistent stability, you can 
measure test results accurate- 
ly and quickly. Worcester is 
recognized as an ideal test 
market with ALL EIGHT 
qualifications: 

© Diversification of 
Industry 

Agricultural Prominence 

Population Balance 

Income Stability 

Business Activity 

Compactness of Market 

Distributive Outlets 

Blanket Coverage 

Th TELEGRAM -GAZETTE 
WORCESTER, MASSACHUSETTS | 

GEORGE F BooTH Pubtisher- 

MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 

OWNERS of RADIO STATION WTAG 
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Tomassi Joins Four A's 
Joseph J. Tomassi, formerly 

with Woodard & Fris, Albany 
agency, has joined the executive 
staff of the American Assn. of Ad- 
vertising Agencies in New York to 
assist Kenneth Godfrey, senior ex- 
ecutive in charge of media opera- 
tions and research. He replaces 
William McNamee, who has been 
called to active duty with the 
Navy. 

Blackwell Starts Drive 
Crosse & Blackwell Ltd., Tren- 

ton, Ont., has begun its fall and 
winter schedule in Montreal and 
Toronto newspapers, featuring 
puddings, sauces and Golden Ripe 
dates. McKim Advertising, Toron- 
to, handles the account. 

3rd ‘Videotown’ Study Shows Few Buy 

Small Screens; TV Owners Skip Radio 
New York, Oct. 18—In “Video- 

town, USA,” one family in every 
four owns a TV set. Eighty-seven 
per cent of these sets are turned 
on about 4.1 hours on the average 
night. 

This was the situation in April- 
May, 1950, when Cunningham & 
Walsh made its third visit to its 
television test city. Videotown is 

an unidentified city of 40,000 per- 
sons located approximately 40 
miles from New York. 

This city was selected as a 
guinea pig area by the agency 

8x10 genuine glossy photos 

FOR ALL PURPOSES 
Shorp. clear, crisp’ Prompt Delivery 

Gasy Chart Size 6x10 PHOTO- 
MATIC CO. 
Ph: WH itehall 4-2930 

53-59 E. Illinois St. 
Chicago 11, Illinois 

_ J 

early in 1948 when TV homes 
there numbered 153. Up to 873 
one year later, the figure jumped 
to 2,281 by January, 1950. At last 
count—in mid-spring—3,007 of the 
city’s families owned 3,023 video 
receivers. 

Although more than half the 
television sets in town are less 
than one year old, 5% of the total 
number of TV families are on their 
second receiver, bought primarily 
to get a larger picture. 

es The average TV family (3.9 
persons) is not quite as large now 
as it was in January, 1948 (4 per- 
sons), but it tends to be larger 
and to have more small children 
than non-TV families. 

All socio-ecdnomic groups are 
represented in this growing audi- 
ence. Ownership by groups: 15%, 
upper; 68% middle, and 17% low- 
er. Of 625 non-owners questioned, 

28% intend to buy television for 

‘ Saturation by Income Groups 
* TV Owners per 1,000 Families 

Advertising Age, October 23, 19 

UPPER 
MIDOLE 
LOWER 

SSS 
aS 

BS ace ees ceeenich teen, Coe ee eee eters Seat eet 284 
288 

230 

NEARLY EQUAL—In Cunningham & Walsh’s “Videotown,” as of last spring, the mid- 
dle-income group practically equaled the upper in sets per 1,000 homes, and the 

lower was only slightly behind. 

their homes. 
In April of this year, for the 

first time, sales of 15-16” screens 
equaled the 12-12%” sets, while 
even larger tube models continue 
to gain. Two major manufacturers 
continued to share about 30% of 
the town’s receiver sales business; 

Trade Paper Penetration* 

Pays Continual Dividends 
When you buy advertising, buy it in a magazine that gives you PENETRATION — 
the editorial guts that means more pulling power for your advertising. When 
you advertise in a magazine readers believe in, your advertisement takes on 

authority and believability — you get results. BUILDING SUPPLY NEWS has 
won the kind of respect and confidence that prompted a building material 
wholesaler} to write to his supplier: 

“Building Supply News certainly gets the story over to the dealer and if your 
advertising department is interested in dealer advertising, it would be 
worth their while looking into this particular publication. I have never found 
a magazine that was more helpful to the dealer than Building Supply News.” 

+Name on request 

Remember, BSN’s Selective Circulation means that 97% of BSN’s dealer and whole- 
saler subscriptions represent individual establishments. 

BSN has the Editorial Penetration that attracts and interests the kind of readers 
who pay off for advertisers. Yet a full schedule in BSN costs less than a half 
schedule in the second magazine. 

*Webster defines “penetrate” 
ws: To enter into, 

to enter and pass through; 
to pierce. To diffuse 

itself through; to permeate. 
to affect profoundly; to 
move deeply. To recog- 

nize the precise nature of; 
to understand, To affect 

deeply the senses or feelings.” 

as follo 
Total Distribution: 25,000 

im 1951 BSN Dealers’ Directory issue 

Building Supply News 

5 South Wabash Ave. Chicage 3, Illinois 

Link Your Catalog with Daily Reference Data 

Support your regular advertising and sales efforts with your 
catalog unit in BSN Dealers’ Directory issue, the ali-year, dealer- 
wholesaler buying and selling guide. Published annually in February, 
Deadli ations—January 2, for copy and plates—January 5. 

nine other companies get a sizab 
portion of the remainder. 

s Noteworthy characterizations off 
the viewing audience: 

Children over 18 are less likely 
to spend their evening sitting in 
front of TV than other members of 
the family. 

Videotown’s televiewers. devote 
“practically none” of their evening 
hours to radio listening. 

Movie attendance on the average 
weekday night is about half that 
of non-TV families. 

This group does less entertain- 
ing and visiting than its non-TV 
owning neighbors. Sports attend- 
ance by men in the family is about 
the same for both groups. 

Posner-Zabin on the Ball 
with Insured Savings Ad 

Federal Savings & Loan Assn., 
New York, was right on the ball 
when Congress raised savings in- 
surance coverage, according to 
Posner-Zabin Advertising, its 
agency. Some months ago, when 
the bill to raise insurance was first 
introduced, Posner-Zabin prepared 
an ad with undated insertion or- 
ders reading, “Your savings now 
insured up to $10,000.” 

The bill was finally signed on¥ 
Sept. 22. On Sept. 23, the Federal 
Savings ad ran in the New York 
papers, “to the best of our knowl- 
edge, the first American financial 
institution to advise the public 
of the increase in savings insur- 
ape according to James B. Zab- 

AAW Names Russell Eller; 
Co-sponsors Competition 

Advertising Assn. of the West 
has named Russell Eller, Califor- 
nia Fruit Growers Exchange, as 
chairman of the advertising com- 
mission. Lorna Moitoret, Honig- 
Cooper Co., Seattle, has been 
named general vice-chairman. 

The AAW and the Pacific Coast g 
division of the American News- 
paper Publishers’ Assn. are spon- 
soring jointly the annual western 
competition for the best newspaper 
advertising, which will be con- 
ducted by the Advertising and 
Sales Club of Seattle. The Seattle 
adeclub will handle entries and 
nominate judges for the competi- 
tion from 11 western states, 
aan, Hawaii and western Can- 
ada. 

|*Amateur Hour’ Tops Pacific 
| wviolsen-Rating Report List 
' The O'S Gold “Original Ama- 
'teur Ho: * gained 4.5 points and 
movei .uto the top spot on the 
August, 1950, Pacific Nielsen-Rat- 
ing Report of leading radio shows. 

The first five evening programs 
were: i Program 
1 Amateur Hour 
z Hollywood Star Playhouse 
3 Gabriel Heatter 0. 
4 Big Story 9. 
5 Mr. District Attorney 9. 

McMichael Joins Aldridge 
John McMichael, former vice- 

president of McLain Organization, 
Philadelphia, has joined A. E. Al- 
dridge & Associates, Philadelphia, 
as office and production manager. 

Airbourne to Gray & Rogers 
Seemaee Accessories Corp., 

Hillside, N has named Gray & 
Rogers, philsdeipnic as its adver- 
tising agency, effective Jan. 1. 
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NEW SUBSCRIPTION ORDER FORM 

Please enter my Advertising Age subscription for 

() 1 Yr. at $3 ( 52 issues) 

C) 2 Yrs. at $5 (104 issues) 

C) 3 Yrs. at $6 (156 issues) 

Name 

C) Payment enclosed 

() Bill me 

C) Bill my firm 

Tite. 

Firm Business. 

STREET. 

City 

But send my weekly copies to 
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Building Interests Split 
Over Government Controls 
WASHINGTON, Oct. 19—Auto 

Healers are the first to tear away 
he unnatural cloud of sweetness 
and light that has surrounded in- 
dustry-government relationships 

@eeiuring the dark days of the Korean 

ampaign. 
Dealers are up in arms over Fed- 

eral Reserve Board’s new 15- 
month limit on instalment loans. 
They say it is tougher than war- 
time credit, because car prices are 
higher. 
Other retailers are also uneasy 

over the new credit rules. They 
tell the Department of Commerce 
that sales have already fallen 20 to 
25% as a result of the strict terms 
introduced by Federal Reserve 
Sept. 18. 
The so-called “real estate lob- 

by” is split. National Assn. of Real 

Estate Boards says “headstrong 
and misguided bureaucrats in 
Washington have gone beyond the 
plain intent of Congress.” 

But the National Assn. of Home 
Builders is stringing along with 

the government. It says the ad- 
ministration wants 800,000 to 850,- 
000 housing units next year and 

will make any adjustments that 
are needed to get them. 
“We believe it to be a very fair 

goal for our industry in view of 
the national emergency, the really 
serious inflationary situation and 

the shortages of steel, copper and 
other metal items which will 
plague us next year,” the associa- 
tion told its members. 
Federal Reserve says it will re- 

consider its credit terms if they 
prove too severe. But Mobilization 

Chief Stuart Symington sees a 
cheerful sign in the declining re- 
tail sales index. He thinks declin- 
ing sales mean inflationary pres- 

sures are subsiding. He believes 
across-the-board price control may 
still be unnecessary. 

Despite victory in Korea, de- 

fense planning gathers, rather than 

loses, momentum. At the Pentagon, 

budget officers are adding up chill- 
ing new appropriations demands 
for the next session of Congress. 
H. B. McCoy, assistant chief of the 
National Production Authority, has 
warned that civilian use of copper, 

zinc, aluminum and nickel will be 
limited. 
Crux of the defense program is 

European rearmament. Top mili- 
tary planners are determined to 
put a strong army on the European 

continent to dispel Russian ambi- 
tions. 

The housing boom began to 
taper in September, according to 
Bureau of Labor Statistics. Though 

it was still the biggest September 
in the industry’s history, the num- 
ber of starts fell to 115,000, off 25,- 
000 from August. For nine months, 
the industry’s record was 1,105,700 
units, compared with 747,000 for 
the same period last year. 

Even if FCC fights off court 
action to block color TV, the de- 

fense program looms as a mighty 

big hurdle. Some industry people 
believe that as much as 70% of 

} Tadio manufacturing capacity will 
be on defense work late in 1951. 

ee By STANLEY E. COHEN, Washington Editor 

on Nov. 1, they have to add a 10% 
federal tax to the price of their- 
sets. 

Federal Trade Commissioner 
Lowell Mason goes abroad next 
Monday to survey retail distribu- 
tion in Great Britain. While over- 

seas, he’ll address Britain’s “Fed- 
eral Trade Commission” and de- 
liver two lectures at the school of 

economics and political science of 
the University of London. 

Auto makers and tire dealers 
were among the industry groups 
called to the Department of Com- 
merce during the week for a 
briefing on the nation’s defense 

program. The auto industry has 
promised to absorb its share of the 
defense burden. Tire dealers were 

told that most natural rubber will 
be earmarked for the nation’s 

stockpile. Dealers suggested a cam- 

paign to promote tire conservation 

and recapping. 

“Why is it,” asked one newsman 
the other day, “that we have so 
many good generals and so few 
good politicians?” 

A well known columnist was 
sitting nearby. “Don’t see any 

mystery about it,” said the col- 
umnist. “It is a lot easier to be a 
successful general.” 

Radio Group Changes Name 
The League of Wisconsin Radio 

Stations has changed its name to 
the Wisconsin Broadcasters’ Assn. 
The group has reelected Ben Laird, 
of WDUZ, Green Bay, as president. 
Other officers are: Joseph Mackin, 
WMAM, Marinette, vice-president; 
Ken Schmidt, WIBA, Madison, 
secretary; and Mrs. Jeanne Heal, 
WTCH, Shawano, treasurer. 

| 

Snader Corp. Offers Video 
Stations New Program Tool 

Snader Telescriptions 
Taft Bldg., Hollywood, has pro- 
duced a series of 110 television 
transcriptions, to assist local TV 
stations to produce professional 
programs at less than the cost of 
live local shows. Telescriptions, 
each of which runs from three to 
three and one-half minutes, are 
available on 16mm. and 35mm. 
film and may be used on “film 
jockey” shows by TV stations. 

The video transcriptions feature 
such artists as the King Cole 
Trio, Peggy Lee, Lionel Hampton, 
Mel Torme, etc., who sing or play 
in variety show settings. The com- 
pany expects to produce an ad- 
ditional 960 Telescriptions within 
the next year. Costs are based on 
a percentage of station time rates. 

Moves Chemical Division 
Headquarters of the chemical 

division of Masonite Corp. have 
been moved from New York to the 
home office in Chicago. Thomas 
M. O’Neil will continue as mana- 
ger of the division, and in addi- 
tion he will handle the corpora- 
tion’s sales research. 

Corp.,| 

| dollar’s 
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Purchasing Power Down 
Figuring the dollar equal to 100¢ 

in January, 1939, the National In- 
dustrial Conference Board said the 

purchasing power de- 
creased to 60.7¢ by August, 1950. 
Food costs more than doubled in 
that period, with housewives pay- 
ing 70¢ for the same amount pre- 
viously bought for 33¢. The 
NICB’s living cost index, now 2% 

| higher than in August, 1949, is still 
1% below the all-time high of 
August-September, 1948. 

Here's What We Read! 
If you want full information about 
our coverage drop us a line asking for 
our Beeklet Ne. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Beeklet Ne. 5@ “ Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies, 

BACON'S CLIPPING BUREAU 
Ruriness Paper. @ Fare Poblcat oa. 

Consumer Magaznnes 
343 So. Dearborn St., Chicago 4 

Two heads are 

better 
than 

The bakery with more mixers makes more 

dough. The supermarket sells more with ten 

gondolas than five. Volume brings profit to the 

ONE! 

widget maker. 

The manufacturers of milk, cream and butter 

have also found out that more heads of cows per 

dairy herd reduce labor and fixed costs, give a 

better product—and a better profit. 

The best farm businessmen increase their 

production by better management, intensive 

cultivation, crop rotation, mechanization, and 

greater efficiency in present operations. 

And the farm homemaker multiplies her 
hands by labor-saving appliances, enlarges 
leisure through expert planning. 

Successful Farming families 

50% 
/O 

With farm income rising . 

backlog of billions from a decade of the highest 

agricultural prosperity... today’s best farmers 

are a huge new market for better merchandise, 

the world’s finest class audience! 

Advertising in general media misses much of 

the best market — needs Successful Farming for 

its intensive penetration, influence based on 

published for their joint interests. 

best farmers... with the largest investment in 

livestock and plant, superior soil, better crop 

practices, latest know-how .. . get top yields and 

incomes. The near-million SF farm subscribers 

in the fifteen Heart States alone have: easily 

more earnings than the average US farmer. 

are the nation’s 

.. and a savings 

Moreover, a severe shortage of 
nickel might completely shut off 
TV set output. | 
TV dealers are up to their ears 

in grief. The color mess is murder- | 
ing October sales. On top of that, | 

they have to explain stiff credit | 
controls and increased prices. And 

Two heads are better than one... 
not only in the dairy barn and farm 
factory, but in the home. The farmer 

and the Mrs. are a production team, 

have the same concern with better farm business 

and better living...and Successful Farming is 

forty years of service. You’re not getting your 

maximum sales volume, without this market 

and medium. For full data, call any SF office... 

Successful Farming, Des Moines, New York, 

Chicago, Cleveland, Detroit, Atlanta, 

San Francisco, Los Angeles. a 
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GOP, Dems Prepare 
Advertising Material 

AFL, CIO Playing Big 
Part in ‘50 Elections; 
Advertising Is Scant 

WaAsHINGTON, Oct. 19—Labor is 
playing a bigger part in the 1950 
congressional elections than ever 

before. Amazingly high registra- 

tions may be evidence that labor’s 

efforts are paying off. 

Labor’s contributions in money 
and manpower are so thoroughly 
decentralized that it is impossible 
to get an accurate total. In dollars, 
political expenditures of the unions 
are certainly in the millions. In 
manpower, the number of labor 
people directly active in the cam- 
paigns is in the hundred thousands. 

CIO and AFL engage in political 
activity at all levels—national, 
state and local. Their object is sim- 
ple: First to get their people regis- 

tered, then to get them to vote for 
so-called “liberal” candidates. 

s During recent years labor has 
claimed credit for unseating such 

targets as Sen. Joe Ball (R., Minn.), 
a key figure in the Taft-Hartley 
Act movement, Its 1948 activities 

probably were as important to 
President Truman as those of the 
Democratic National Committee. 

It isn’t all hearts and flowers. 

Where labor can’t “deliver” the 
vote, its endorsement can be a 
handicap rather than a help. There 

have been instances where it has 
fallen on its face—like the Florida 
and North Carolina primaries this 
year. 
On the other hand, labor is hope- 

ful that Ohio’s record registration 

this year means that labor’s “arch 
foe’”—Sen. Robert Taft (R., 0.)— 
is in trouble. Labor says Maine’s 
unusually high Democratic vote 

last month was largely due to its 
canvassing. 

CIO’s Political Action Com- 
mittee (PAC) and AFL’s Labor’s 
League for Political Education 
(LLPE) spark labor’s political ef- 
forts. However, PAC and LLPE 
materials are distributed and am- 

plified by special political branches 
of all the big “international” unions 

—Steel Workers, Auto Workers, 
railroad unions, etc. In effect, the 

(Continued on Page 57) 

Republicans’ Campaign - 
Material Is Elaborate; 
Democrats Are Frugal 

By STANLEY E. COHEN 
WASHINGTON, Oct. 18—Republi- 

can congressional candidates in 

this fall’s campaigns are equipped 
with the most elaborate assort- 
ment of promotional material ever 
used in an off-year election. 

Their Democratic opponents get 
statistical and research support 
from their national organization, 

but Democrats are leaving the dis- 
semination of campaign informa- 
tion largely to the ingenuity of the 
candidate. 

Off-year campaigns are con- 
ducted largely at the local level, 
because major issues have vary- 
ing weight, according to local con- 
ditions. 

But Republicans are shipping 
their candidates finished newspa- 
per ads, TV chart talks, radio spots 
and visual presentations hinged 

on issues as the GOP sees them. 
The candidate uses what he wants 
or can afford. 

@ Democrats offer prepared ra- 
dio spots, and brochures on some 

issues, like the Brannan Plan or 
the administration’s health pro- 
gram. For the most part, the 
Democratic organization has con- 
centrated on background informa- 
tion giving candidates the answers 
to questions Republicans are like- 
ly to raise. 

Democrats have worked up a 
damaging analysis of the GOP 
voting record on_ international 
measures. The party has provided 
its candidates with 121 legal-size 
mimeographed sheets of “scare” 
words-—“a compilation of Republi- 

can attacks on progressive legisla- 
tion since 1882.” 

This fall’s smooth Republican 
campaign is an outgrowth of the 
1948 debacle, when Republican 
congressional leaders openly 

charged that the party’s presi- 
dential candidate had. let them 
down. House Minority Leader 

Joseph Martin (R., Mass.), a news- 
paper publisher, determined that 
it wouldn’t happen again. 

Since mid-June, the Republican 
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PRO—The Democrats’ promotional arsenal includes a comics booklet on the 
Brannan Plan and a pamphlet on the President's health program. 

Congressional Committee, headed 
by -Rep. Leonard W. Hall (R., 
N. Y.), has operated its own “house 
agency,” directly across the street 

from the House Office Bldg. 

a The operation is run by Robert 
Humphreys, a veteran INS re- 
porter, and former national af- 
fairs editor of Newsweek. Its staff 
of 14 includes specialists in all 
media. 
Each morning, Humphreys spends 

at least a half hour with Rep. 
Martin and other GOP leaders, re- 
viewing materials in preparation 
for the campaign. A few weeks 

ago, a brochure urging Republi- 
can candidates to “streamline your 

campaign” gave a summary of the 
wares the committee has to offer. 

Candidates are told about visual 
presentation. They are reminded 
that during World War II the 
armed services used this method 
to compress four-year college edu- 
cations into two years. 

ws The GOP offers, at nominal 
price, a Vu-Graph projector which 
enables the candidate to face the 

audience without turning toward 

the screen. Film strips and 30- 
minute recordings are offered on 

a variety of subjects: “Korea—the 
Price of Appeasement”; “$95 Bil- 
lion—What Went with It?”; 

“America’s Creeping Socialism”; 
“The Brannan Plan.” 

TELEVISION: The GOP says it 
will play an important role in the 
election. Candidates are offered 

several five-minute “shows” con- 

sisting of suggested script and 
photo-lithographed charts (four or 
five to a show). One script, for 
example, is on the subject “Too 

soft toward communism.” Charts 

look like cartoons. One of them 

has a drawing of President Tru- 
man saying, “The Hiss case is a red 
herring.” On the same chart is 
a drawing of Judge Medina sen- 
tencing Alger Hiss to prison. 

@ Rapio: The GOP ships to its 
candidates at least one 16” record 
of professionally made spots week- 
ly. Candidates are urged to use 

30- and 60-second station breaks, 
particularly in the last week or 10 
days of the campaign. Spots gen- 
erally start with a sound effect, 

followed by voices of professional 

No obligation. Write 

_ SEE DECALS AT WORK— 
RIGHT AT YOUR OWN DESK! 

Let us show you 3-dimensional, full-color 
stereo slides of decal signs in actual use! 

Dept., 1-10-23 

Meyercord 

SEE DECALS IN ACTION—ON 3-DIMENSIONAL SLIDES 

America’s Most Effective Advertising Space is... 

Ee! 
use it with... 

MEYERCORD DECALS 

Thousands of store-fronts offer acres of 
FREE advertising space. Cash in now— 

and for years to come, with colorful 

top-of-the-window valances 
and spot signs. Stop shoppers on the side- 
walk and bring them inside! Meyercord 

window signs in brilliant full-color create 
action where products are seen and sold. 
Durable, washable, easily applied — may 
be produced in any colors, size or design. 

Tee MEYERCORD@. 
World's Largest Decal Manufacturer . 

5323 W LAKE ST CHICAGO 44, ILL. 
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announcers dissecting a politica] 
issue. 

One spot consists of an imita- 
tion of President Truman saying 
“I like Old Joe,” repeated over 
and over. The spot ends by identi- 
fying the date when President 
Truman made the statement. 

NEwspPaPEeR: GOP candidates 
have proofs and mats for 25 ads, 
in three different sizes. Candidates 
are advised to get their supporters 
to contribute $5 or $10 toward 
placing the ads in a newspaper. 

GOP ads hit corruption in goy- 

ernment, lack of leadership, creep. 

ing socialism. One is headlined, 
“You work three months of the 
year for government. Do you like 

it? Are you fed up?” Another says, 
“Three wars in one generation, 
Why?” 
GOP candidates also get a loose- 

leaf book containing speeches and 
data on 20-odd important issues, 
They are offered photo portfolios 
containing 8x10” glossy prints “of 
proven government waste.” They 
get a weekly newsletter with last 
minute campaign ideas. 

es At the moment, at least, Demo- 
crats are a bit contemptuous of 
GOP procedure. One top man in 
the Democratic camp commented, 
“We like to let them spend their 
money. If we started throwing 

money around that way, the vot- 

ers would plow us under.” 
Nevertheless, Democrats are 

credited with some smooth opera- 

tions of their own, particularly 
in graphics and radio. Democrats 

have persuasive “comic books” ex- 
planning the Brannan Plan and the 

administration’s health program. 
They also have a highly es- 

teemed 20-page pocket-size text 
on “How to Use Radio and TV.” 
More than 5,000 of these have 
been distributed, telling workers, 
clear down to the county chairman 
level, how to use radio and TV, 
and the pitfalls to avoid. Demo- 
crats are advised to buy choice 
periods, such as 6 p.m., and to use 
frequent, short periods. 

s The handbooks were prepared 
by Kenneth Frye, director of radio 
for the national committee, and by 
Biow Co., agency for the national 
committee. Biow is also lining up 
radio and TV time for broadcasts 
later this month by national fig- 
ures who want to work up sup- 

port for Democratic candidates. 
Rapio: Democrats are staging a 

vigorous “non-partisan” campaign 

to “get out the vote.” Recorded 
“non-partisan” spots by President 
Truman and cabinet officers have 
been distributed to stations for use 
on free time, urging people to vote. 

For their own candidates, Dem- 
ocrats have worked up recorded 
statements by administration lead- 
ers summarizing the party’s stand 

on controversial issues. Candidates 
are urged to insert them in their 
own radio talks. 

Example: The candidate says, 
“Here is where we stand on loy- 
alty,” and then comes the insert, 
“This is Attorney General Mc- 
Grath speaking, the Democrat- 

Missa” 

s Whatever they may be accused 
of doing with the public’s tax 
money, Democrats are frugal with 
their own. Candidates do not re- 
ceive radio spots automatically. 
They get a catalog listing the 
available quotes, order each quote 

by number. 
The Democratic organization 

does “special” jobs for candidates 
who need help. Many months ago, 

the national committee lined up 41 
stations to carry a weekly report 
in Illinois for Sen. Scott Lucas 
(D., Ill.). Most of these special 
hookups have been converted into 

paid time for the election period. 

TELEVISION: Democrats have 
prepared one-minute film spots 
for candidates in hot Senate con- 
tests. For example, there is a 
spot featuring Vice-President 
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CAMPAIGN 

CON—The brochure (left) and two suggested ads are some of 
many materials prepared for Republican candidates. New mate- headed by Robert Humphreys, INS veteran. 

rials are worked up weekly by a 14-man staff in Washington 

Starts Institutional Drive 
Glenmore Distilleries, Louis- 

ville, is running a series of full- 
page ads in Pennsylvania news- 
papers congratulating the Key- 
stone state on its progressiveness. 
Headlined “Pennsylvania ...a Pat- 
tern for Progress,” the ads take up 
one, then another forward step 
on the part of the state. Glen- 
more’s participation consists of an 
institutional paragraph emphasiz- 
ing that the name Glenmore “has 
been a symbol of quality for more 
than three quarters of a century.” 
The series will run through 1950 
and perhaps into 1951, according 
to A. P. Bondurant, vice-president 
and advertising director. D’Arcy 
Advertising Co., St. Louis, is the 
agency. 

Gent Joins ‘Inquirer’ 
Andrew M. Gent, formerly dis- 

trict manager of Radio & Tele- 
vision Retailing and Tele-Tech, 
Chicago, has joined the Detroit of- 
fice of the Philadelphia Inquirer. 
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Sheehan Rejoins Doremus 
William J. Sheehan, formerly 

head of the creative work in the 
Boston office of Doremus & Co., 
has rejoined the agency as vice- 
president. His headquarters will 
be in Boston, where he will have 
charge of creative activities and 
business development. Mr. Shee- 

han also will assist the New York 
office on plans and copy. 

Herrick to Pedlar & Ryan 
Ira Herrick has been appointed 

| art director of Pedlar & Ryan, New 
| York agency. . 

Sick of Bum Art, high prices? 
,5pread 4000 new, top-quality spots, 

coveiing every need, before youand 
pay only $1.00 for those you use. 

Easy to use; limited to recognized 
agencies, editors & Ad Mgrs. 

Write today for free brochure. 

STIVERS STUDIO 

) 

P. O. Box 3684 + Son Francisco 19, Colifernia 

Barkley endorsing Scott Lucas. 

The picture of Barkley comes on 
the screen. He says, “This is Vice- 

President Barkley speaking. I pre- 
ceded Scott Lucas as majority 
leader. I know the problems he 
faced...” Barkley goes on to ask 
Illinois to return Lucas to the Sen- 
ate. As he speaks, the Barkley 
picture fades and a picture of 
Lucas comes onto the screen. 

Similar endorsements by prom- 
inent Senate figures have been 
worked up to help Helen Douglas 
in California, Brien McMahon and 
William Benton in Connecticut, 
among others. 

Democrats also have two 30- 
minute documentary films, usable 
in TV. 

a Other material: The national 
committee provides candidates 
with campaign ideas and back- 

ground material through special 
publications. One of its most am- 
bitious offerings is the 121-page 
compilation of Republican “scare 

words.” It is designed to help the 

candidates ridicule Republican 

warnings. 

The candidate finds the GOP’s 
comments on various issues in- 
dexed by subject. Under “General 
Prophecies of Doom” the index 

lists: 1932, “Grass will grow in 

the streets’—Herbert Hoover; 
1934, “American civilization is in 

danger”—Republican National 
Committee; 1935, “The dark hour 
of reckoning is close at hand”— 
American Liberty League. And on 
through the decades. 

Page 89 has a quote from Na- 
tional Publishers Assn. The asso- 
ciation is portrayed in opposition 

to the Fair Labor Standards Act, 
warning in 1937, “it leads to com- 
plete centralized power.” 

Gibson Starts Ad Campaign 
Gibson Refrigerator Co., Green- 

ville, Mich., has begun the largest 
advertising and sales promotion 
campaign in its 73 year history. 
A year-long magazine drive is 
slated, with full-color pages sched- 
uled in Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping and Ladies’ Home Journal. 
Radio and TV will be used exten- 
Sively in most major cities 
throughout the year. The company 

plans to double its key city news- 
paper drive, and outdoor posters 
and movie trailers will be used 
to cover rural markets. Supple- 
menting the program will be a 
series of retailer sales training 
campaigns and a complete dealer 
identification program. 

Bellows Names Mary Mabon 
Mary Frost Mabon has joined 

Bellows & Co., New York, wines 
and spirits, foods, and subsidiary 
of National Distillers Products 
Corp., as assistant to the president, 
Frederick S. Wildman, in the pro- 
motion of wine and food. She will 
edit the company’s wine and food 
literature and will be a consultant 
in the activities of the Gourmets’ 

ar, a retail fine-food shop op- 
erated by Bellows. 
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Advertising ina War Economy... 

In Bataan Days, Advertisements 

Began fo Take on Aspects of News 
Shortages Threatened 
and Advertisers Tried 

to Advise the Consumer 

New York, Oct. 19—March,| 
1942, was a period of withdrawal. | 

In the Pacific, U. S. forces were | 
penned in a triangle on Bataan, 

and Corregidor and its satellite | 

SCRIRE creates and pro- 
s better-than- average ff 

sales promotion and advertising 
ial at costs well within the 

s rfirm’s budget. Ask for 
details... on your letterhead. 

PAD SCRIBE-Box 254-N. Canton, 0. 

forts were under constant bomb- 
ing. The allies retreated to the 
south, and Java, Batavia, Sumatra 

and the Philippines fell into enemy 
hands. 

The Germans were slashing 

This is another in a series of 
|articles on advertising develop- 

ments early in 1942, when U. S. 

business faced wartime develop- 
ments closely comparable with 

those today. The series began Aug. 

28; two instalments based on AA 

files appeared Sept. 25 and Oct. 2. 

through the Kerch Peninsula. Con- 
gress boosted the debt limit from 
$65 to $130 billion. The Dies Com- 
mittee drew another year’s exten- 

sion from Congress. Yanks ar- 
rived in Australia, followed by 
MacArthur. Yamashita, the victor 
of Singapore, arrived in the Phil- 
ippines to direct the Japanese 
drive. 

In the world of business, in- 
dustry was already learning to live 
on a war diet. Here, from the files 
of ADVERTISING AGE, is the record 
of America’s third month of 
World War II: 

s Bureau of Internal Revenue of- 
ficials assured AA in a special in- 
terview that deductions for ad- 
vertising expenditures would be 
permitted on 1941 income tax re- 
turns in the same way they had 
been in prewar years (AA, March 
2, 1942). 

Scott Paper Co. released an anti- 
hoarding campaign to business pa- 
pers in all dealer fields urging 
merchants and their customers to 
refrain from over-buying in order 
to maintain adequate supplies for 
all (AA, March 2). 

The cotton industry prepared to 
launch its first consumer advertis- 

ing campaign in national maga- 
zines tying in with the govern- 
ment’s materials conservation pro- 
gram (AA, March 2). 

United States Rubber Co. in 
full-page newspaper ads urged 
America’s car owners to limit 
traveling and save precious tires. 
“Don’t think it’s a pleasure car,” 
copy advised. “It’s a war car now.” 
(AA, March 2). 

H. J. Heinz Co. used full-page 
ads in at least one newspaper in 

every important market advising 
consumers that tin rationing might 

cause temporary shortages on gro- 

cers’ shelves, but that newly pack- 
aged foods would soon fill the gaps 
(AA, March 2). 
Buick Motor Division and its 

dealers returned to the advertis- 
ing columns of newspapers with a 
new campaign featuring “tailor- 
made” spring conditioning for cars 
(AA, March 2). 
The seriousness of the fuel oil 

shortage resulting from U-boat at- 
tacks on tankers was used by Jed- 
do-Highland Coal Co., which used 
newspaper insertions in New York 

r 
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and other markets urging house- 
holders to investigate possibility 
of converting oil furnaces to coal 
(AA, March 2,’42). 

a “Advertising in normal times is 
largely news and information, but 
with a large content of persua- 
sion,” AA declared editorially, 
“Today, the predominant char. 
acteristic of advertisements built 
around wartime conditions is news 
—and they are being accepted as 
important news which rivals in 
reader interest the information 
flashed from all parts of the world 
battle front. 

“Actually, the need for keeping 
the public informed is greater now 
than ever before,” AA continued, 
“The people want to know not 
only what is happening to industry 
and to the goods and services 
which they can no longer buy in 
abundant quantities, but why. 
They want to know, and it is the 
clear duty of business and industry 
to let them know. 

“Old customers deserve the help 
of manufacturers in getting the 
best and longest service possible 
out of the things they already 
have; those who are not yet cus- 
tomers have a right to know why 
they can’t buy; and all must cer- 
tainly be told of the new mate- 
rials and new methods which are 
being made available to lessen the 
burden of the public” (AA, March 
2). 

ws Because of restrictions on il- 
luminated outdoor displays, the 
huge tropical fish spectacular op- 
erated by William Wrigley Jr. Co, 
for six years in Times Square, 
New York, was dismantled (AA, 
March 2). 

After a prolonged absence from 
the spot radio field, Liggett & 
Myers Tobacco Co. started a test 
campaign for Chesterfield cigarets 
using four stations in the Chicago 
area (AA, March 2). 
American Bombshelter Co. 

started small-space advertising in 
the Providence Journal promoting 
its air raid shelters for private 
homes (AA, March 2). 

Associated Business Publications 
issued a manual entitled “Guide 
to Wartime Advertising,” citing 
case histories on how wartime con- 
ditions “increased rather than 
lessened the need for useful, in- 
formative and specific business pa- 
per advertising” (AA, March 2). 

Willys-Overland started aiming 
its selling copy at postwar auto 
buyers (AA, March 9, ’42). 

ws Kellogg Co., cereal maker, en- 
tered the dog food market by 
launching a large-space newspa- 
per campaign for its Gro-Pup dog 
food (AA, March 9,’42). 

Duane Jones resigned as vice- 
president of Maxon Ine. and 
started his own advertising agency, 
Duane Jones Co., in New York 
(AA, March 9). 
Beet sugar refiners used news- 

papers to tell farmers that sugar 
requirements call for bigger crops 
(AA, March 9). 
A new, non-alcoholic cologne 

was placed on the market by 
Lucien Lelong Inc. with special 
newspaper copy. in four major 
cities, plus promotion in the com- 
pany’s regular magazine list (AA, 
March 9,’42). 
Closely-guarded government 

work helped to offset some of the 
business lost by Detroit advertis- 
ing agencies, studios and printers 
when the automobile industry went 
into all-out war production (AA, 
March 9). 

Advertising volume in business 
papers scored a gain of 8.3% dur- 
ing the first two months of 1942 
(AA, March 9). 

Commonwealth Edison Co. used 
large-space newspaper ads to ex- 

plain to its customers that it was 

promoting only electrical appli- 

ances that would not interfere with 
power needed by industry in the 
Chicago area (AA, March 9). 

Automobile manufacturers sus- 
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pended publication of their out- 
side house organs for the dura- 
tion of the war (AA, March 9). 
Blackout of lighted signs was 

ordered in all coastal areas by the 
Office of Civilian Defense (AA, 
March 9). 

s Don Francisco, director, radio 
division, Office of Inter-American 
Affairs, urged export advertisers 
to maintain their advertising 
schedules in Latin America as in- 
surance of their own _ business 
futures, and as a guarantee to 
freedom of press and radio 
throughout the hemisphere (AA, 
March 16, ’42). 

U. S. Rubber Export Co. re- 
leased institutional copy to 19 

Latin American newspapers fea- 
turing a rubber conservation theme 
(AA, March 16,’42). 

Pullman Co. decided to continue 
its advertising campaign for the 
remainder of the year (AA, March 
16). 
Price ceilings were set for pork 

products by the Office of Price 
Administration (AA, March 16). 

In the belief that 1942 would be 
a year of much moving, Allied Van 

Lines stepped up its advertising 
budget 35% (AA, March 16,’42). 
ADVERTISING AGE suspended pub- 

lication of its weekly retail in- 
dex “until more normal condi- 
tions ... and many classes of prod- 
ucts...are restored.” (AA, March 
16). 

a The transportation advertising 
industry organized the National 
Assn. of Transportation Advertis- 
ing (AA, March 16,42). 
Instalment credit was tightened 

by the Federal Reserve Board, 
‘which ordered minimum down 
payments of 334% (AA, March 
16). 
More than 350 newspapers in 

the U. S. and Canada started a 
series of institutional ads stressing 
advertising’s effectiveness and in- 

creasingly important public service 
role in wartime (AA, March 16). 
The nation’s taxicab -industry 

turned to advertising in a con- 
certed effort to get its tire priority 
rating stepped up to a par with 

that of public buses (AA, March 
23,’42). 

Proposals to tax advertising 
were aired before the House ways 

and means committee (AA, March 
23,’42). 

es Armour & Co. launched an 
Easter promotion for its Star and 
Globe hams which it called “the 
biggest ham-selling campaign of 
all time.” Ads were scheduled in 
national magazines and 700 news- 

“Remodeling 

Business is 

BIG Business” 
@ Homes, stores, schools, the- 
atres — kitchens, bath, attic and 
basement rooms... . snack bars, 
cabinets, closets . . . there’s 

money in remodeling for both 
owner and builder, and a market 
measured in millions for the 
alert advertising and sales ex- 
ecutive. Read about it in PRAc- 
TICAL BUILDER for October, 
starting on Page 94. 

WEEKEND FISHERMEN—Robert J. Misch, vice-president of Al Paul Lefton Co.; Actor 
Guy Kibbee, and Murray Kushell, ad director, Pal Blade Co., were among the ‘Rod 
and Gun Club of the Air’ members flying to Bermuda for a long weekend of fishing. 

The program is heard over MBS under sponsorship of Pal razor blades. 

papers (AA, March 23). 
A new appeal, based on the 

boom in wartime defense plants, 

to “put an orange in every lunch 
box,” was adopted by the Cal-| 
ifornia Fruit Growers Exchange | (AA, March 30). 

for its campaign in 315 newspa- 
| pers in 229 cities (AA, March 23). 

Thirty-nine wartime tasks for 

advertising were listed by the Ad- 
vertising Federation of America 

in its “Guide for Wartime Adver- 
tising Policies” (AA, March 23). 

Newsprint restrictions in Great 
Britain necessitated rationing ad- 
vertising space (AA, March 23). 

Service stations selling gasoline 

were ordered to restrict business 
to 12 hours a day, six days a week 

by the OPA (AA, March 23). 
Hills Bros., San Francisco, was 

first marketer of vacuum-packed 
coffee to advertise use of tinless 
cans. Its switch to blackplate was 
announced in 1,000-line ads in 425 

newspapers (AA, March 30, ’42). 

s All major oil companies with 
government approval agreed to 
devote a large share of each com- 

pany’s advertising to promoting 

conservation (AA, March 30,’42). 

Canada curbed all advertising 
allowance in the women’s, chil- 
dren’s and misses’ wear fields 
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Veco Products Co. launched new 

copy featuring its glass package 

for toothpaste (AA, March 30). 

Other stories of 1942—which 

bears a remarkable resemblance 

to 1950—will follow in subsequent 
issues. 

16” TV Set Demand Grows 
Tele-Que, Los Angeles, TV re- 

searcher, reports that _16” tele- 
vision receivers now account for 
32% of the sets in the Los Ange- 
les area, compared with 14.7% in 
April of this year. The 12” set 
size holds its previous lead with 
39.7%, and the 10” models now ac- 
count for 21.6% of the total, as 
compared with the April figure of 
36%. 

Steuben Promotes Tredennick 
J. Beacham Tredennick, director 

of advertising and public relations, 
has been appointed vice-president 
of Steuben Glass Inc., New York. 
He joined Steuben in 1938 after 
being with the Northeastern Con- 
struction Co. of New York. Mr. 
Tredennick will continue to direct 
Steuben’s advertising and public 
relations. 

...like California without the 

Billion DollarValley of the Bees 
To score in California, make sure you have its 
Billion Dollar Valley covered. That's Califor- 
nia’s big inland market— with almost as many 

THE SACRAMENTO BEE 

Of all newspapers in the 
West, Media Records rank 
it 2nd in total daily adver- 
tising linage. Reaches 9 out 
of 10 families in ABC city 
zone ... half of all families 
in 19-county trading area. 

THE MODESTO BEE 

Reaches 9 out of 10 families 
in ABC city zone... half of all 
families in Stanislaus County. 
No outside daily newspaper is 
read by more than 6% of the 
families in Stanislaus County. 

people as Los Angeles . . 
than San Francisco.* 

* 
THE / 

BILLION’ 

THE FRESNO BEE 

Located in nation’s No. 2 
test city—the shopping cen- 
ter for more than 4 mil- 
lion people. Reaches 9 out 
of 10 families in ABC city 
zone ... half the families in 
4-county ABC trading area. 

rich part of the Valley. 

M‘Clatchy Newspapers 
National Representatives ... O'MARA & ORMSBEE, INC. 

New York * Los Angeles * Detroit * Chicago * San Francisco 

But don’t expect to cover this inland market 
with coastal California papers. They don’t get 
around the distant Valley any more than Phila- 
delphia papers get around distant Pittsburgh. 

Be sure, then, that you schedule the strong Jocal 
papers—the three McClatchy papers. Each of 
them is the unquestioned favorite in its own 

the entire market as does no other newspaper 
combination — local or West Coast. 

*Sales Management's 1950 Copyrighted Survey 

. more buying power 

Together, they cover 
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The se ofthe Puce Empl 
Wh wos 5 o'clock ot might and quitting time at the 
ofice oh The Pullman Company 

" 
John Matthews read the ad. Quite impress 

We stopped at the newsstand on the cormer to 
peck up bis evening paper Remembering i =a 
Friday, Joho also bought « copy of Life magannc 

Ow the euburban train, with « hall hows rede ahead, 
of him, he unfolded hes paper toub a quick book ot 
the headlines, then turned his attention to Life 

Aer ae the ante of the tran John gotieed 4 man 
alee looking at scopy of Life She was pausing over 
0 full page advertisement that showed # man ous 

PULLMAN TELLS THEM—Pullman Co. tells its employes exactly why it advertises in an unusally easy-to-read 
four-page article in the July issue of “The Pullman News,” its employe publication. In simple style, with 

have three good reasons for 

« lot of money to advertise. He puiztled about the 
Mle tiveness of Pullman advertining 

Why dees Pullman 
edvertice! Ww) 
Pullman advertises to convince prople 
thet the best way of traveling & to 
Go Pullman. 

by plane or take « dey-conch tyim. 

fring Pullman” 

Vollmas 

Anyone who travels un the United States, 

\aneda and Merwe, betweentowns 125 

They could take « bus. They could drive their own car. They could go 

Pullman ie more comfortable has almost all of the comborts of home. 

dependab’> You get there i spite of bad weather. 
And Pullman is sale—(ar saler than any other means of going places fast. 

A150 Putman 4 mere Rents and covaiy mere cienemina! than ai Wrevel and ter 

Wheat are the advantage: of cach methed of trevei? 

bs | <3 
Bus travel m comparatively cheap The private 
w cheap and handy You can make sede tripe, go where end when 

thing? and many more But all of them ould cost ton much to be practical. 

How san Pullman det 10 cheapty? 

Magatines are read regularly by millions of people every week. 
When Pullman puts an advertisement in magazines 
millions have « chance to see ut. Most all of them are people who 
can and will go Pullman if our ade do # good sellong pub. 

ting, 
tad 

” 

” 

Mow much does M cost Putman . 
we? ‘te tell its cates stery te © person now? 

Pullman pays only fraction of s cent (actually $.00152) to reach 

one person with the story of Pullman Safety, Comfort and De- 
prodabelity 

the ease 

Ads Ihe thes one appear in business magazines They 

+ underscores the advantage of 4 good might » sheep. of artis ing fresh 
fend rested, promptly, and right in the heart of tome. 7 

Career 
bueinese ut 

young mass 

Advertising Age, October 23, 195 

~ a) 
we =. 

lemour girls, snd just gurhe must travel, too, whether for 
fot pleasure So. Pullman 
through © 

showing the girte in fashion rot 
Marshall Field, Chas. A. Stevens, Peck & Peck, and others. 

To the seashore, to the mountains, td » lake, or for 2 winter shi trip, 
pong by Pullman is comfortable . dependatie, and above all sale! This 

tive traveler, during peak vacation tre . 
perweds, or during bad weather months this advertning suggests that 
whatever his, oF her destination may be, Pullman w the bew way to 
Ge thes trip. 

a minimum of words and a great many simple line drawings, the company explains its advertising purposes 
and philosophy, discusses costs, and points out the importance of the job for employes as well as company. 

NNPA’s Midwestern 

Regional Meeting 

Set for Nov. 20-21 
INDIANAPOLIS, Oct. 18—Discus- 

sions of problems in editorial pro- 
motion, circulation, research and 
advertising promotion will high- 

light the National Newspaper Pro- 
motion Assn.’s midwest regional 
convention here Nov. 20 and 21. 

Wallace Lomoe, managing editor 
of the Milwaukee Journal and 
head of the Associated Press News- 
paper Content Study, and Walter 
Leckrone, editor of the Indiana- 
polis Times, will discuss editorial 
promotion techniques at a Mon- 
day morning session. 

The afternoon of Nov. 20 will be 
devoted to circulation promotion. 

Walter Aronoff, circulation direc- 
tor of the Detroit Times, will be 
the featured speaker. Also on the 
program are a number of five-min- 
ute talks by midwestern circulation 
men, each of whom will describe 
his best circulation promotion 
plan. 

s According to Clarence W. Hard- 
ing, public relations director of the 
South Bend Tribune and president 
of NNPA’s midwest region, fea- 
tured luncheon and dinner speak- 
ers include: Eugene C. Pulliam, 
publisher of the Indianapolis Star 
and News; Paul D. Gilbert, presi- 
dent of the National Assn. of Re- 
tail Clothiers & Furnishers, and 
Sam Freeman, director of adver- 
tising for L. Straus & Co., Indiana- 
polis. 

Others on the program include 

Robert H. Spahn, administrative 
assistant of the Oklahoman, Okla- 
homa City, and president of the 
Newspaper Personnel Relations 
Assn.; A. W. Lehman, managing 
director of the Advertising Re- 
search Foundation, and A. Edward 
Miller, director of research for 
Life. 

Also, Maurice T. Reilly, mana- 
ger of research for the Chicago 
Tribune, and Louis E. Heindel, 
advertising director of Madison 
Newspapers Inc. 

Registrations for the conference, 
sponsored by the Indianapolis 
Star, Times and News, are being 
handled by Fred Howenstine, pro- 
motion director of the Star and 
News. Newspapers interested in 
promotion are invited to attend, 
even though they are not NNPA 
members. 
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ADVERTISING MEDIA 

¢ CROSS-SECTION POPULATION e 

e EXCELLENT, COOPERATIVE 

¢ EXCELLENT DISTRIBUTION 
OUTLETS 

WRITE - WIRE 
DAN BEISEL 

Mgr., Gen‘! Adv. 

NO MORE SEARCHING FOR THE 
IDEAL TEST MARKET— 

¢ GROCERY STORE PANEL GIVING 
WEEKLY SALES ON TESTED 
BRANDS 

GREEN BAY PRESS-GAZETTE 

DIVERSIFIED INDUSTRY, 
BUSINESS AND AGRICULTURE 

°¢ AN ISOLATED COMMUNITY 

WHEN YOU 

. TEST 

GREEN BAY, 
WIS. 

YOU TEST 

THE NATION 

Exhibits Contemporary Design 
Sponsored by the Society of 

Contemporary Designers, selected 
examples of the work of the na- 
tion’s top contemporary designers 
in the fields of graphic arts, pack- 
aging, furniture and _ industrial 
design are being shown throughout 
the month of October at the Cal- 
ifornia State Exhibition, Los An- 
geles. This marks the first time 
that a national contemporary de- 
o- showing has been held in the 

est. 

Launches Scotch Campaign 
Quality Importers, New York, 

is pushing Ambassador 25- and 12- 
year old Scotch with ads ranging 
from 300 lines to full pages in 53 
newspapers. The fall campaign 
also will use half pages in Coronet, 
Cue, Fortune, Life and The New 
Yorker. Monroe Greenthal Co., 
New York, is the agency. 

Culligan Appoints Harshe 
Culligan Zeolite Co., Northbrook, 

Ill., industrial and residential water 
softening service, has retained W. 
R. Harshe Associates, Chicago, to 
conduct its public relations pro- 
gram. 

Shelhamer Agency Moves 
Vance Shelhamer Advertising 

Agency’s Seattle office has moved 
fo Bryant’s Marina, 1129 E. North- 
ake. 

Lane to ‘American Home’ 
Barbara Lane, formerly with 

Look and Reuben H. Donnelley 
Corp., has joined American Home, 
New York, as promotion coordina- 
tor. She will work with depart- 
ment stores on American Home’s 
Spotlight, a merchandising pro- 
gram designed to tie in depart- 
ment store promotions with the 
magazine’s editorial features and 
advertising. 

Pabst Airs Fights on Radio 
Pabst Sales Co., Chicago, which 

started a regular CBS-TV fights 
series with the heavyweight 
championship bout, has extended 
its Wednesday night boxing cov- 
erage to radio, also over CBS, 
Warwick & Legler, New York, is 
the agency. 

Sadler to ‘L. A. Examiner’ 
Robert F. Sadler, former retail 

advertising manager of the re- 
cently suspended Oakland Post 
Enquirer, has joined the display 
advertising staff of the Los Angel- 
es Examiner, specializing in ready- 
to-wear accounts. 

Battestin Joins ‘Parade’ 
Martin Battestin, formerly with 

American Druggist, has joined the 
sales staff of Parade. Mr. Battes- 
tin will cover the Philadelphia 
territory. 

Jigsaw-puzzle advertising production takes countless 
extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It's never easy to 
effectively fit together separate pieces from different 

sources ... When you use Faithorn 3-in-l service, you 

get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 

ing and Printing. Write — or telephone WHitehall 4-2300. 

FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 

FAITHORN 
CORPORATION 
400 North Rush Street - Chicago 

Telephone WHitehall 4-2300 
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Organized Labor 

Fully Organized 

in Politics Now 
(Continued from Page 52) 

union man gets his political ed- 
ucation two ways: through the 
state and local network of PAC 

and LLPE committees, and through 
his union’s international. 

gs Labor’s entry into politics goes 
back to 1943, when CIO organized 
its Political Action Committee 
under the late Sidney Hillman. 
Records showed that in 1938 

“42,000,000 people didn’t vote, and 
71 liberal congressmen were de- 
feated”; in 1942 “55,000,000 people 
didn’t vote, and 51 liberal congress- 
men were defeated.” CIO dis- 
covered an important fact: that 

only about 25% of its 6,000,000 
members were registering to vote. 
A good part of PAC’s job is to 

interest CIO people in voting. The 
same is true of LLPE, set up in 
1948 to do a political action job 
among AFL’s 8,000,000 members. 
PAC and LLPE are both full- 

time operations, with small head- 
quarter staffs in Washington, and 

elaborate field: setups, promoting 

their programs at state and local 

levels. 

s PAC’s budget in 1948 was $1,- 
000,000 nationally and locally, 
raised by $1 contributions from 
CIO members. LLPE raised about 
$2,000,000 this year, at $2 a head, 
from AFL members. 
A substantial portion of labor’s 

money is spent at state and local 

levels to help the candidates labor 
endorses. But labor leaders feel 
the biggest contribution they have 

to offer is their endorsement and 
their manpower. 
Labor leaders deny that they 

hope to “deliver” votes. They say 

it requires little selling to induce 
laboring men to vote for candidates 
who represent their economic in- 
terest. 

PAC and LLPE, therefore, both 
concentrate on publicizing voting 

records of congressmen and sen- 
ators who seek reelection. Nation- 
al headquarters of both organiza- 
tions devote a good part of their 
time to compiling and reporting 
voting records. Early in the cam- 
paign, these records go to state 
and local units. Endorsements are 
made at the local levels. 

s LLPE’s summary for the 8lst 
Congress is captioned, “Your Se- 
curity Checklist.” Members of 
Congress are graded “right” or 
“wrong” on 10 selected issues, from 
the Taft-Hartley Act to “Voice 
of America” and economic aid to 
Korea. Taft-Hartley is the key 
issue, LLPE says, but Korea con- 
cerns everyone too. 

“That is good,” LLPE observes, 
“because when you compare the 
votes, the record shows that LLPE- 
backed liberals voted to keep our 
country strong. The reactionaries 
talked anti-communist and voted 
pro-communist on foreign meas- 
ures.” 

Though PAC and LLPE have 
no more than 20 fulltime profes- 
Sionals in Washington, both have 
fulltime people at offices in in- 
dustrialized states and communi- 
ties. Both organizations operate 
state headquarters in all states. 
PAC has a committee in all areas 
where CIO operates. LLPE operates 
850 “regional” units, reaching 
locals in every city, and in every 
congressional district. Every AFL 
local has a five-man political ed- 
ucation committee. 

. Since 1943, PAC has succeeded 
in pulling CIO voting to the point 
where 60% of its members are 

every AFL member is contacted 
at registration and voting time. 

LLPE’s 850 regional organiza- 
tions, covering every congressional 
district in the country, begin 

matching AFL and voting regis- 
tration lists long before election 
time. Names of unregistered AFL | 
members are filtered down to 
block captains for personal visits. | 

Others are contacted by telephone | 
—with two, three or four follow- | 

registered to vote. LLPE has per-,| ers, and union officers each week. | 
fected a precinct and block cap-| 
tain system, designed to insure that | bers, the labor press is PAC’s and 

For rank and file union mem-.| 

LLPE’s best contact. Mats, story 

ideas, cartoons and drop-ins de- 

veloped by PAC and LLPE ap-| 
pear in national and local union | 
papers. 
PAC has a list of 145 top CIO 

papers, sublist of 300 others, plus 
another 750 regularly issued 
mimeographed papers. LLPE uses 
AFL international journals with | 
4,000,000 circulation, and gets an- | 
other 2,000,000 through other labor 

up calls to be sure the man regis- | papers. 
ters. 

A similar organization will op- 
erate on election day, to see that 
registered AFL voters go to the 
polls. 

@ National PAC and LLPE rely 
heavily on direct mail and the 
labor press to distribute materials. 
PAC has weekly mailings to 15,000 
active PAC workers on all levels— 
international unions, state and 
local. LLPE’s weekly “League Re- 

ws Since they work with large 
numbers of volunteers, PAC and 
LLPE both produce considerable 
training material. PAC workers 
have prepared brochures on how 
to solicit contributions, how to get 

people registered. LLPE has a pre- 
pared kit telling its regional units 
how to organize registration and 
voting campaigns. 

Labor’s biggest advantage in 
political activity, its leaders be- 

porter” goes to 92,000 LLPE work- lieve, is continuity. Unlike political 

organizations which rest on pa- 

tronage and fall apart between 
campaigns, unions have a continu- | 

ing purpose, and “members are | 
voting their pocketbooks.” 

Neither PAC nor LLPE are ex-| 
tensively engaged in the purchase 
of advertising space or-time at) 
the national level during this 
year’s campaign, though both pro- | 
vide transcriptions and other 
materials for state and local units, | 
which are spending money to help | 
their candidates. 

| 
s PAC’s only direct expenditure is 
for an ABC three-state network 
Nov. 2 for a pre-election speech by | 
CIO President Phil Murray. LLPE 

sponsors Frank Edwards with the 

news five nights weekly on 175 
Mutual stations. 
Among PAC materials are: lit- 

erature on organization procedure, 
a comics book biography for use 
against Senator Taft, a speaker’s 

book of facts, non-partisan tran- 
scriptions and spots urging voters 
to register. PAC materials are sold 
at cost to users. 

57 

(When the “Kiplinger Letter” 
carried a report that PAC issued 
a “speaker’s book of facts,” more 

than 2,000 business men sent in for 

copies at 35¢.) 

LLPE offers cartoons and tran- 
scriptions. Its “non-partisan” re- 
cordings, featuring public figures 

pro and con on controversial is- 
sues, are used by 220 radio sta- 

tions. It recently distributed tran- 

scribed spots by big name enter- 
tainers, urging citizens to vote. 

SOUNDS LIKE MAGIC + WORKS LIKE MAGIC 
YOU could set type for an ad like this right at your own 
desk. it's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick. 

Sloshes type costs. Makes layout preparation easier, 

faster. Wide selection of type laces. Catalog free! 

FOTOTYPE, INC., 1415 Roscoe, Chicago 13 

> 

~ 
_—,, 

= 

Moral: If you have a better ‘‘mousetrap,”’ you, too, will get 

results when you advertise in HOLIDAY... because you 

reach the 820,000 most responsive families in America! 
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PHOTOGRAPHIC 

REVIEW 

AT COAST AGENCY MEETING—The Pacific Four A’s convention at Coronado, Cal., 
drew this congenial group together. The lone wolf in the background is Jack Kimball 
of Woman’s Home Companion, San Francisco. Those at the table are (from left) 
Mrs. Loyd Chappell, National Outdoor Advertising Bureau, Los Angeles; Mrs. 
Charles Levitt, Smalley, Levitt & Smith, Los Angeles; J. A. Brogdon, Outdoor Ad- 
vertising Inc., Los Angeles; Jack Smalley, Smalley, Levitt & Smith, Los Angeles; Carl 

K. Tester, Philip J. Meany Co., Los Angeles; and Mrs. Tester. 

DOMINION ADMEN—Here at luncheon during the Newspaper Advertising Man- 
agers Assn. of Eastern Canada meeting in Montreal are (left to right) J. C. Ander- 
son, Kitchener-Waterloo Record, Kitchener, Ont.; Russell C. Ronalds, Ronalds Ad- 
vertising Agency; Martin Livingston, Halifax Herald Ltd., retiring president; and 

St. Clair McCabe, Reporter, Galt, Ont. 

eet 
COLE FAMILY GATHERING—The whole family was on hand to 
congratulate L. C. Cole of L. C. Cole Co., San Francisco, on his 
election as chairman of the Pacific Council, American Associa- 
tion of Advertising Agencies, at the Coronado, Cal., conven- 

wi 

TELEVISION TWOSOME—W. Somerset 
Maugham (right), British writer, made 
his first appearance on TV Oct. 18 
as host-narrator of a 30-minute 
dramatizaticn of his stories. over CBS. 
Sponsor of the series is Bymart Inc., 
New York, of which Martin L. Straus 

Il (left) is president. 

EBONY HAS A BIRTHDAY—And this group of advertising people 
is having a hilarious time over a gag. Left to right are William 
Purcell of Batten, Barton, Durstine & Osborn; LeRoy Jeffries, 
national advertising representative of Ebony; Kay Saunders, 
Young & Rubicam; Donald S$ , ad of the Amino 

Division, International Minerals & Chemical Corp.; and Ed- 
ward Wurtzebach and Richard Stevens of Y&R. The Negro 
picture magazine celebrated its fifth anniversary with a cocktail 
party at its Chicago headquarters attended by several hundred 
local admen. 
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tion. From left are Mr. and Mrs. Frank Pastore of San D 
(Mrs. Cole’s sister); Jim Adams of Los Angeles; Mrs. Cole; 
Fox of McCann-Erickson, San Francisco; Mr. Cole; and 
niece, Eleanor Pastore. 

ART DIRECTORS EXHIBIT—Awards were presented Oct. 5 to members of the Ar 
Directors Club of Chicago who submitted the best noncommercial paintings fo 
this year’s judging. Present at Stevens Gross Studios for the awards presentatioy| 
were, left to right: Copeland Berg, art editor, Chicago Herald-American; Daw 
Garroway; Clarice Craig; Charles R. Prilik of J. Walter Thompson Co., whose paint 
ing (shown between Garroway and Miss Craig) won the Ist award; Fred Boulton 
J. Walter Thompson, winner of an honorable mention for his entry; and Walte 

Howe, R. R. Donnelley Co., president of the Art Directors Club. 

REPORT—The outdoor advertising industry’s contribution to the Independence savings 
bond drive was reviewed at a meeting of industry executives in Washington. Here 
Leonard Trester (right), of General Outdoor Advertising Co., chairman of the 
Treasury Department's outdoor advertising advisory committee, presents a report to 
Secretary of the Treasury John W. Snyder. At left is Francis P. Matthews, Secretary) 

of the Navy. 

SPEAKERS’ PRE-LUNCHEON SESSION—Informal shots taken at the New York convention of the Export 
Advertising Assn. show (A) Eugene P. Warner, vice-president of McGraw-Hill International Corp.; William 
Swingle, executive vice-president, National Foreign Trade Council; and Carl Linscheid, manager, export 
division, Fairbanks, Morse & Co. (B) Paul B. West, president, Assn. of National Advertisers, and Eugene 
Holman, president, Standard Oil Co. (N. J.). (C) Frank Hoffman, vice-president, Intertype Corp.; John 

F. McKiernan, regional director, U S. Department of Commerce; and Vergil Reed, director of research, J. 
Walter Thompson Co. (D) Josiah B. Thomas, vice-president, Reader’s Digest International Editions; Bartow 
Underhill, special assistant to general manager, U. S. State Department; James F. Curtis, president, Coca- 
Cola Export Corp.; Eugene Holman, president, Standard Oil Co. (N. J.); and Paul E. Moss, Paul E. Moss & 
Co, In the background is C. D. Jackson, publisher of Fortune. 
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a Sebati in Sndustry 

RESEARCH SERVES SELLING 

[)... of the most valuable attributes of research in the steel industry 

is that it is not confined exclusively to the steel industry. The products of 

the steel mills are largely capital goods, subsequently fabricated and used 

in many industries beyond the plant enclosures. So it is essential that an 

important part of steel research be devoted to an adequate study and un- 

derstanding of the processes and service requirements of the customers. 

+. producer of pipe, for example, must be well informed about the 

flow of gases and liquids under pressure. A producer of steel sheets does 

not long remain in the sheet business if he fails to learn the niceties of a 
the Art 
ngs for 

— hundred or more stamping and deep drawing operations. The manufac- 
) paint 

wabe turer of tin plate finds himself steeped successively in evaporated milk, 

prune juice and black cherries, while helping to solve problems relating to 

soldering and lithographing. As to the stainless steels, which have gained 

wide acceptability in a relatively short period of time, the research which 

has created them would likely be unprofitable if it did not include a major 

amount of probing into the problems associated with their utilization. 

wc market for steel is peculiarly dependent upon the vigorous per- 

oo formance of numerous industries which use it as basic material; hence the 
of the 

al concern of steel research with the processes and products lying in the fields 

beyond its own domain. 

R £: > a erman 

R. E. Zimmerman is vice president — 

research and technology of the United 

States Steel Corporation of Delaware. 

This series of advertisements is published in the interest of a wider understanding of the role of sci- SCIENTIFIC 
ence in industry by the only U. S. magazine which covers all of the sciences. Reprints upon request: AMERICAN 24 West 40th Street, New York 18, N.Y. 
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Advertising in the Test Stage 

Hotpoint Signs TV 

Show on Test Basis; 

Increases Ad Budget 
Cuicaco, Oct. 17—Hotpoint Inc. 

has signed as one of the sponsors 
of “Homemaker’s Exchange,” a 

five-a-week, half-hour show (4- 
4:30 p.m., EST) over a 24-station 
CBS video network. 

This first sustained use of TV 
by the appliance maker is a test. 
Although the contract is for 13 

weeks, company officials expect 
to continue the show for as long 

DANNER 
ADVERTISING AND PUBLICATION 

PRINTING 
Akron, Ohic PRES 

FRED W. DANNER — PRESIDENT 

as a year. 
In announcing its decision to 

sponsor the daytime show, Hot- 
point declared that appropriations 
for other media will not be cut. 
The company plans to increase its 
use of color spreads in Life and 
The Saturday Evening Post this 
fall and will also step up its co-op 
newspaper advertising in the same 
period. 

s Hotpoint TV commercials will 
be built around demonstrations of 
its 12 kitchen and home laundry 
appliances, and dealers in cities 
where the program is broadcast 
will be encouraged to hold cooking 
schools in their stores at show 
time. 

In some areas, the company is 
arranging for cut-ins by dealers 
or distributors preceding and fol- 
lowing the telecasts. Hotpoint 
magazine ads also will carry plugs 
for the program. 

Sales tests, checks on the mer- 
chandising effectiveness of the 
telecasts, and audience reaction 
tests will be conducted throughout 
the experimental period. Results 
are expected to play a part in de- 
termining the company’s future at- 
titude toward the medium. 
Maxon Inc. is the agency. 

LORENTZEN SUCCEEDS IN 
DEMONSTRATIONS TEST 
New York, Oct. 17—Levelor 

Lorentzen Inc., manufacturer of 
venetian blind parts, has been con- 
ducting sales promotion tests in 
eastern and midwestern cities and 
now is planning to extend the plan 
to the entire country. 

The program is based on the 
theory that department stores will 
be willing to pay the entire ad- 
vertising bill for private brand 
product promotion if the private 
brand marketers provide demon- 
strations with outstanding consum- 
er appeal. 

The Levelor Lorentzen plan 
comprises a series of lectures on 

use of color in the home by a home 
style consultant. The company’s 
first consultant lectured once a day 
for three days in each store, using 
five “sample” rooms, each with a 
colored venetian blind to comple- 
ment the decor. 

Following each lecture, the 
home stylist held an open forum 
and answered questions on decora- 
ting. Stores in such cities as Miami, 
Rochester, Milwaukee, Minneapo- 
lis, Chicago, Memphis, Indianapo- 
lis, Atlanta and St. Louis approved 
the program, primarily because of 
the absence of product demonstra- 
tion and the increase in customer 
traffic. 

CHICAGO HAT COMPANY 
RUNNING AWARDS COPY 

Cuicaco, Oct. 17—Citation Hat 
Co., division of Mid City Uniform 
& Hat Co. here, has begun test pro- 

motion for its new line of Citation 
hats. Weekly 100-line insertions in 
the Chicago Daily News, Sun- 
Times and Tribune feature the 
“Citation Award of the Week,” 

If you are out to get your share of the profit- 

able South Dakota 

reasons why the South Dakota Dailies are 

the only profitable media for influencing 

South Dakota folks will interest you: 

The South Dakota Dailies are a habit 

with 9 out of 10 families, rural and urban, who 

buy 80% more than the national average. 

How a habit* means 

sales in South Dakota 
* The South Dakota Dailies are an established habit 

with 9 evt of 10 South Dakota families, both rural 
and urban, providing the only economical method 
of reaching this rich market. 

market, these sound 

The powerful, 

locally-managed and 

locally-edited South 

Dakota Dailies are 

unchallenged by any 

WRITE FOR COMPLETE FACTS. New booklet tells you all about the South 

out-of-state metropolitan daily. No other 
single advertising medium can deliver this 
market! 

Only the South Dakota Dailies are on the 

spot in the six key buying centers to locally 
recommend your product to a local market. 

Only the South Dakota Dailies have the 

established reader appeal and reader re- 
sponse that can boost your brand to the top. 

Take advantage of this South Dakota 

habit. Specify insertions in the South Dakota 
Dailies . . . the one media that will sell your 

product profitably in this $300,000,000 

market. 

a. 

Dakota market and the economical South Dakota Dailies’ way of reaching 
‘it. This information-packed booklet has helped hundreds of advertisers 
get their share of South Dakota sales and it’s yours for the asking. Just 
write: South Dakota Dailies, Box 1278, Huron, S.D. 

URBAN. 

COMPRISE SIX LOCALLY MANAGED AND LOCALLY 
EDITED NEWSPAPERS SERVING THE SIX PRIMARY 
MARKETS OF SOUTH DAKOTA ... RURAL AND 
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the MARTINIQUE $7 50 

Hand crafted of firm. sur 
for lasting gow bwhe “Coton 

smartly tur 
1 cach week to a Chicagoan in the 

vews Torme, who set mew records 
in his recent Oriental Theatre stage 

appearance, was just 15 and a stu- 
dent at Chicago's Hyde Park High CITATION 

The Met GUARANTEED Te 

Keep I) Good Looby 

At leeding Metters ie Tews Phone 
V1 7-702) tor Meme of Meerest Beate 

School when he wrote hus first of 
many big song bits, “Lament to 

Love” Now 25, he is o fast-rising 

seging ster of stage, wren, and 

the airwaves. To Clucago’s own Mel 
Torme, a tip of cur Cxtaton hat! 

AWARD—Mel Torme wins weekly Cita 
tion award in test ad in Chicago dailies. 

given to a prominent Chicagoan in 
the news.’ 

The campaign began with a 
four-color page in the Tribune, 
followed by b&w copy in other 

dailies. Supplementing the drive 
are one-minute and 20-second TV 
spots, plus local radio spots. Mats 
and point of purchase material 
have been made available to the 
28 local dealers now carrying the 
Citation line. 

Copy guarantees the hat “to 
keep its good looks”; a purchaser 
may return his hat for factory re- 
conditioning any time within six 
months, for a maximum charge of 
50¢, a company representative 

said. 
Present plans call for national 

distribution following tests in 
other areas. Jones Frankel Co. here 
handles the account, 

OVALTINE PUSH TESTED 
IN CANADIAN CITIES 

PETERBOROUGH, ONT., Oct. 18— 
A. Wander Ltd., Canadian mar- 
keter of Ovaltine, on Oct. 23 will 
launch two test campaigns, one in 
London, Ont., and the other in 
Windsor. 

The London campaign will use 
full and half pages in the London 
Free Press and a 15-minute, five- 
a-week radio show, “Adventures 
of Superman,” on Station CFPL. 
Both newspaper ads and radio 
commercials will offer an Ovaltine 
shaker mug. Counter and window 

displays will be used to supple- 
ment the campaign. 

= Ovaltine’s Windsor campaign is 
built around full and half-page 
newspaper insertions in the Wind- 
sor Star. Copy will boost the 30- 
day Ovaltine test, with coupons of- 
fering the shaker mug for 15¢ and 

the inner aluminum seal from an 
Ovaltine tin. Radio spot announce- 
ments three times daily, car cards, 

counter and window display ma- 
terial and movie advertising also 
will be used. 
McKim Advertising, Toronto, di- 

rects the account. 

ATLANTIC SYRUP TESTS 
CHILDREN’S PREMIUM 

PHILADELPHIA, Oct. 17—Atlantic 
Syrup Refining Co., marketer of 
Donald Duck chocolate syrup and 
Quaker Maid syrup, has launched 
a drive in eastern Pennsylvania 
and New Jersey offering a set of 
spurs in exchange for a Donald 
Duck can top or a Quaker Maid 
label. 

Television spots and newspaper 
ads in five papers in the area are 
being used, along with store dis- 
play material and window cards. 

If the test proves successful, and 
if spurs still are available by the 
end of the year, the company plans 
to extend the promotion to the 
Midwest and, eventually, to the 
West Coast. 

J. Robert Mendte Inc. is the 
agency. 

Wilson Joins Cooper-Hewitt 
Glenn A. Wilson, formerly vice- 

president in charge of advertising 
and sales for U. V. X. Industries 
Inc., has been named advertising 
director and sales promotion man- 

| ager of Cooper-Hewitt Electric Co., 
Hoboken, N. J., manufacturer of 
er industrial lighting equip- 
ment. 
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California Agencies Devise Plan to 

Handle Accounts for Men in Service 
(Continued from Page 1) 

the profit margin of each account. 
The percentage payment would 

be made at agreed intervals— 
monthly suggested—for the dura- 
tion of active military service of 
the affected member. It is recom- 
mended that the affected member 
advise the steward agency of his 
discharge from active military 
service within 30 days of such dis- 
charge, and he should advise the 
steward agency of his intention 
concerning the future of his ac- 
counts, within an agreed time of 
the discharge notice. 

a The stewardship would then be 
terminated according to one of the 
following methods, as elected by 
the affected member: 

A. The steward account would 
remain with the steward agency 
with the original percentage pay- 
ment continuing for an originally 
agreed period (two or three years 
suggested). After this period, the 
account would become the full 
property of the steward agency, 
and the affected member would 
lose all rights, including the right 
to solicit, accept, or in any way 
to benefit financially from the ac- 
count for a further period of time 
(three years suggested). 
B. The affected member would 

recover the steward account, pay- 
ing to the steward agency a per- 
centage of gross billings as or- 
iginally agreed (1% suggested) 
for a period of time as originally 
agreed (one year suggested) in 
order to compensate the steward 

agency for work involved in re- 
tiring the account, dislocations of 
personnel, etc. The steward agency 
could not solicit the account for 
an agreed period (one year sug- 
gested) after final termination. 

a C. The affected member would 
offer the account for sale to the 
steward agency for a fixed sum, 
and if this offer were refused, the 
same offer could be made to any 
other agency. However, the first 
offer of sale must be made to the 
steward agency. In the event of 
sale to another agency, the steward 
agency would be compensated un- 
der one of the two methods indi- 
cated. 

TRAVEL MAG 
MAKES BOW 

cy NEW 
VIN) OWNERS 

is completely modern—a newly 
re-vitalized magazine, unique in 
the field of travel, vacation, ex- 
ploration and outdoor life. 

Write for sample copy and advertising rates 

TRAVEL MAGAZINE 
1270 Avenue of The Americas 
Rockefeller Center, N. Y. City 

In the event of the death of the 
affected member, the contracted 
payments would be made to the 
heirs for two or three years from 
demise, with the account then be- 
coming the property of the stew- 
ard agency. 

Any steward account might be 
ethically solicited at any time by 
an SCAAA member in the in- 
terest of healthy competition, cli- 
ent welfare and the affected mem- 
ber. However, all association mem- 
bers would be bound to the same 
contractual arrangements, if a 

steward account is secured. 

as If a steward agency should lose 
a steward account to another agen- 
cy, the contract would automatic- 
ally terminate without penalty to 
either party. However, if the stew- 
ard agency or another member re- 

covered a steward account, either 
from a member or non-member 
agency during the period of the 
original contract, the contract 
would again become effective. 

All association members would 
be advised of all affected mem- 
ber-steward contracts, and the 
terms agreed upon. 

525,130 TV Sets in Boston; 
86,880 Sets in Providence 

The sale of television sets in the 
Boston coverage area has reached 
525,130, according to a joint sur- 
vey conducted by WBZ-TV and 
WNAC-TV. The increase during 
the month of September was 35,- 
188. There are 520,115 sets in- 
stalled in homes and 5,015 sets in 
public establishments. 

In addition, WBZ-TV and 
WNAC-TV report that there are 
86,880 sets in the Providence area. 

Appoints Walsh Agency 
All-Steel Buildings Ltd., Toron- 

to, has named the Toronto office 
of Walsh Advertising Co. to han- 
dle its advertising. Ads are now 
appearing in Ontario dailies. 
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NEW VERSION—Walter H. Annenberg (center), president of Triangle Publications, 
is shown with Frank M. Folsom, president of RCA, and Alice Thompson, publisher 
of Seventeen, at a party given by Triangle to introduce its newest publication, 
“Happy Mother Goose,” a new version of the old nursery rhymes. RCA has recorded 

“Happy Mother Goose” with Kukla, Fran and Olllie. 

*Sabes 
May 10, 1950 

Represented by O'MARA & ORMSBEE °* 

thousand automobiles ond trucks will travel daily over the 
new six million dollar Alaskan Way viaduct now being constructed in 

Seattle to handle this city’s ever-increasing traffic. 

In the post decade, the number of automobiles in and around Seattle . 
has increased from 165,150 in 1940 te more than 300,000 today... . .. - 

Seattle's growth is important to advertisers who realize this market. 
. ranks first in retail sales per capita of the nation’s leading markets ee 
: —ineluding such cities as Los Angeles, Son Francisco, Chicago ond 

New York—and second in effective buying income pér <apite.* 

Advertisers know success can be found in this ft 
market through concentrated, frequent advertising in — 

The SEATTLE TIMES... oe 

he Hates 

eee Lie oot gis 
TIMES: 

New York ¢ Detroit °* 

for BUSY SEATTLE 

REACHES 8 OUT OF 10 

SEATTLE HOMES 

Los Angeles * San Francisco Chicago °* 
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Adclub Elects Mrs. Tolle 
Muriel Tolle, vice-president of | 

| Hanofee J 
James S. 

oins Ray-Hirsch 
Hanofee, who formerly 

the Tolle Co., San Diego agency, has operated his own advertising and 
been elected president of the Ad-| merchandising service for agen- 
vertising and Sales Club of San/| cies, 
Diego. Mrs. Tolle 

publishers and advertisers, 
is the first| has been appointed executive vice- 

woman to head the club since its! president of Ray-Hirsch Co., New 
organization in 1911. York agency. 

Sell the "HEART" of the Family 
12x94 

America’s 

LEADING 
MONTHLY 
to Families with 

YOUNGER 
CHILDREN 

(3 te 10) 
Write for Market Data Falder A 

1018 S. Wabash Ave., Chicago 

|G. D. Crain Jr. Says... 

School Texts Need Watching 
Back in 1935 ADVERTISING AGE students on the general subject of 

made a comprehensive study of the | how advertising benefits the con- 
way in which business and adver-| sumer, by assisting the machinery 

tising were presented to high school| of mass distribution to spread 
and college students through the| widely the benefits of mass pro- 
text books then in general use. It duction. 
was discovered both that many) 

of the texts were definitely anti-| = These contests, intended to give 
business and anti-advertising, and students a clearer picture of the 
that many of the teachers leaned| American economy and the ad- 
in the same direction. vances in living standards which 

Teachers in business schools con-| it has made possible, were con- 

nected with universities found that | ducted for five years—1936-1940— 
many of their students came to| in cooperation with the Advertis- 
them already indoctrinated with| ing Federation of America. Since 
the idea that the American econo-| then the AFA has conducted them 
mic, political and social system was | independently, and is doing a good 
badly in need of overhauling, and| job which should be aided by all 
that radical changes in our in-| interested in a better understand- 
stitutions were in order. ing of the business system of which 

As the result of that study, Ap-| advertising is an important part, 
VERTISING AGE initiated a series of | and by the boys and girls who will 
contests for high school and college | be the business executives, work- 
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One Gop _ 
Here’s real service—from a single spot—on the dot... 
just one stop! Yes, this customer’s getting the full treatment 
—complete, efficient service. 

In such a way, Jam Handy operates! Under one roof it offers 
practically everything in visual presentations or film adver- 

tising that sales or sales promotion managers need. 

This One Stop Service saves confusion and duplication of effort. 

The Jam Handy Organization provides a single source of sup- 

ply, a single responsibility, a single accounting—benefits 

that assure you the greatest service at the lowest cost. 

If you are planning a consumer selling promotion, a special 
sales meeting, or a training program, it will pay you to look 
at this list of Jam Handy products and services. For fast, 
sure One Stop Service: write or phone— 

Jhe 
JAM HANDY 
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Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 

Screen Advertising 
Skits 
Cartoon Comedies 
Training Manvals 
Slidefilms 
Pictorial Booklets 
Transparencies 

Slides 
Film Distribution 
Turnover Charts 
Meeting Guides 
Tape Recordings 
Disc Recordings 
Promotion Pieces 
Poster Charts 
Banners 
Training Devices 
Quiz Materials 
Speech Coaching 
Pageants 
Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service - 
Technicolor Productions 
Field Surveys 

in 

OFFICES 

NEW YORK @e WASHINGTON e DAYTON e DETROIT 
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ers, housewives and voters of 
future. 

That the job has not by ga 
means been completed, and th 
constant review of texts used j 
grade schools, high schools ang 
colleges is very much needed 

shown by reports of current te 

books published by the Education 
al Reviewer, New York, whig 

provides a quarterly review @ 
educational materials for the Com 
mittee on Education of the Confem 
ence of American Small Busineg 
Organizations. 

a A recent issue contained a a 
view of “Changing Countries ang 

Changing Peoples,” by Harolg 

Rugg, a controversial figure in this 
field for many years. His. book, 
published by Ginn & Co., Boston, 

has been used by grade school stu. 

dents for the past decade and is 

only one of 42 volumes he hag 
written for school use. 

Hamilton Hicks, a lawyer and 

author who reviewed the book, re- 
ferred to the difficulty of “detec. 

tion by the lay public of his pur- 
pose and of his methods.” 

“No parent,” he continued, “is 
likely to read the 42 books, even if 
they were commonly available to 
parents, nor could every parent 
grasp the purpose of the whole, 

even if he did read the entire 
series. But in his other writings, 
the author has made it clear that 
his purpose is to bring about a 

socialistic order through the 
schools and through the instru- 
mentalities of education. 

s “The central theme of ‘Chang- 
ing Countries and Changing Peo- 

ples’ is precisely what the title 

Advertis: 
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sometin suggests—that all of the world is 
changing rapidly in all respects. 
The author chants the theme of 
change throughout the text...To 
this reviewer the conclusion is in- 
escapable that the author is urging 
his young readers to conclude that, 
change being inevitable, they 
should expedite the change from 

a relatively free economy to a 
planned, socialistic society.” 

This is typical of many of the 
reviews of new and old textbooks 
which are being used widely in 
primary and high schools and in 

colleges. It is probable that the 

AFA essay contest program might 
well be enlarged to include per- 

iodic surveys of the books and 
other teaching materials which are 
being used in the schools. The 

drive against a free competitive 

economy in the United States may 
be going on even more successfully 

through the schools than at any 
other level of our society. 

American Kitchens Names 3 
American Kitchens, American 

Central division, Avco Mfg. Corp., 
Connersville, Ind., has named C. 
Fred Hastings, assistant general 
sales manager, to head American 
Kitchens’ production and design. 
Howard Jones, formerly specialty 
products sales manager, has been 
named products manager and will 
work directly with Mr. Hastings. 
Homer Ingram has been named 
order service department manager 
of American Central division. 

Old Fitzgerald Ups Drive 
Old Fitzgerald whisky, product 

of Stitzel-Weller Distillery, Louis- 
ville, has increased its newspaper 
advertising to a total of 300 dailies. 
Started in September, the cam- 
paign will continue through De- 
cember. In addition, class maga- 
zines, outdoor posters and point 
of purchase material will coor- 
dinate with the newspaper drive. 
Winius-Brandon, St. Louis, is the 
agency. 
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Silton Brothers Inc., Boston, has 
been retained to handle the adver- 
tising and merchandising of Mon- 
roe Products Inc., operator of Goff 
stores. 

Howard Displays Moves 
Howard Displays, Wheaton. I11., 

has moved its offices to 203 N. 
PITTSBURGH e CHICAGO @e LOS ANGELES Wabash, Chicago. 
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EYE-COMPELLING—Is the way the Under- 
wood Corp. describes this point of sale 
display for new Finger-Flite Champion 
portab'e. A flasher illuminates the word 
Champion and floods the typewriter with 
light. The aim is to encourage prospects 
to try the portable on the spot. Snyder & 
Black, lithographer, created the display. 

verbs of persuasion to a single 
mood—the imperative. 

“You can multiply the examples 
in other forms of advertising. 
There is little long-range comfort 
and much long-range admonition 

in the observation that it is not 
something that has happened just 
to copy or to advertising, but to our 

Whole national way of thought 
and manner of behavior.” 

w Harry G. Serlis, director of sales 
and advertising for Roma Wine 
Co., San Francisco, injected a wel- 
come thought for agency men, 

noting that an agency is called 
upon to counsel the client in ex- 
penditure of large sums of money 
and to accept responsibility for 
moving goods to the consumer. He 
said: 

“This requires that the client 
make a partner of the agency. It 
requires that the client place in 
the agency’s hands all such facts 
and information that he has. In 
turn, it places the responsibility 

research so that the common fund 
of fact and probability can be used 

to create the most effective basic 

marketing and advertising ap- 
proach.” 

ea R. C. Francis of Campbell- 
Ewald, Los Angeles, presented the 
council with a last-minute run- 

down on all facets of the television 

situation. In reporting that either 

a coaxial cable or micro-wave 

transmission would span the con- 
tinent at least by early 1952, he 
said its effectiveness already was 

being questioned because of the 
three-hour time difference be- 

tween the coasts. Kinescopes might 

still be the order of the day in the 
West, he said, to avoid televising 
8 p.m. New York programs at 5 
p.m. 

Ingersoll Steel to F&S&R 
Ingersoll Steel division of the 

Borg-Warner Corp., Chicago, has 
named Fuller & Smith & Ross, Chi- 
cago, to handle its consumer prod- 

Schraeger Heads Flavor-Seal 
Maurice Schraeger, general man- 

ager of Flavor-Seal Cookware Inc., 
Chicago, which has been pur- 
chased by Cory Corp. (AA, Oct. 9), 
has been named head of the com- 
pany. Reorganized as a separate 
corporation, Flavor-Seal will be a 
subsidiary of Cory, and J. W. Als- 
dorf, Cory president, becomes 
board chairman of the stainless 
steel cookware company. Harry 
Wohl, formerly president of Fla- 
vor-Seal and Nicro Steel Products 
Inc. (also purchased by Cory), 
will be retained as a consultant. 
Other personnel of both companies 
also will be retained. 

Uses Cartoon-style Ads 
The Washington Cooperative 

Chick Assn., Bellingham, Wash., 
is using cartoon-style advertising 
in its trade publication promotion 
for the fall and spring. The sched- 
ule includes Pacific Poultryman, 
San Diego Poultry Journal, San 
Joaquin Valley Poultryman, Tur- 
key World, Utah Poultry Co-op- 
erative and Washcoegg. Pacific 
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New Castle Names Two 

New Castle Products, New Cas- 
tle, Ind., manufacturer of Modern- 
fold accordion type folding doors, 
has named D. C. Danielson, for- 
merly with the company’s eastern 
sales staff, as sales manager. R. 
H. McConville, formerly advertis- 
ing manager, has been named mer- 
chandise manager of the company. 

Calco Switches Accounts 
Foreign Advertising & Service 

Bureau, New York, has been ap- 
pointed to handle export adver- 
tising for Lederle Laboratories and 
the pharmaceutical export depart- 
ment of Calco, both divisions of 
American Cyanamid Co., New 
York. Charles W. Hoyt Co. was 
the previous agency. 

SIMPSON-REILLY, LTD. 
Publishers Representatives 

SINCE 1926 

LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
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ve of 100 Dictatorial, Kan Tomily 
arent | WUrcan yoga 
vhoie, i i eneenns or rome e e e 

tie Goshorn Says =. Fastest Growing Grocer-Distributed 
tings, e a r) *, “ » ( 

A. . Coronapo, CaL., Oct. 17—Clar- '.' s im National Magazine: 
the § ence B. Goshorn, chairman of the oa (oS 

stru- § board of Benton & Bowles, New : 
York, speaking before the Pacific 
Council, American Assn. of Adver- 

vang- tising Agencies last week (AA, 
Peo. § Oct. 16), drew a parallel between 
title what he termed violent and 

ld is sometimes brutal language de- 
sects, @ Veloping in international relations 
e of gD the Hitler-Mussolini-Russian or, 
_. To tradition and current advertising 
s in- copywriting. He declared: 

‘ging “Our advertising has never 
that been more authoritarian than it 
they is today—authoritarian in content 
from and in manner. Perhaps this qual- e 

to af tyin what we say is conspicuously 
apparent on the air. The rare an- 

- the § Bouncer who talks without hyster- ree WA dH We CWi YeS 
cooks ies, in modulated tones and tem- _ - 
y in pered terms, seems, by contrast : e e 

d in with the norm of delivery, so un- 

the enthusiastic that he must not be- Ch 
ight lieve what he is saying. His prod- \ 
per- § Uct must be as indifferent in qual- \ 
and ity as his sales talk is lacking in 
eae fervor. : 

The “A good announcer is so un- 
tive deviatingly dictatorial that he ? 
may seldom has occasion to use such 
ully timid rhetorical forms as the ex- 
any — on a ~~ deals 

only in the hortative. He has re- Z - 
duced the conjugation of our ... Where the American Family 

- A Reader Characteristic Study Magazine is Sold! 
rP. now being tabulated shows: 

— .. ft to A Family is th t select ine adverti can a merican ily is the most selective magazine advertisers 
ign. : 70.9%, ero fell-time bessowives can buy to sone those women in each neighborhood who 
alty o -s 77.1% are in the 18 to 45 age group shop the independents! They represent the customers of 
een “Bringing them 63.0% have children under 18 more than 8,000 retail grocers. 

69.8%, are in the $2,000 to $5,000 * 

nad | Bown-Dy-the-Trucks ee REE cme teenie etn. is in im n a valuable nei r - 

my to Buy” ShA%, own thelr cum c erage to the ae effort. behind any product sold to families! That’s 
No wonder the independent grocers are why American Family circulation is growing by leaps and bounds! 

_— \ doing bigger business than ever before. They 

Read about a building-material are dealing with the biggest group of able- *1950 Food Sales Figures Favor Independents 

ligt dealer who literally capitalized | ee ee (Advertising Age 7-17) ‘For the first time since 1945, the first 
per on an out-of-the-way location | sponte ll ye et Se Intrpenats as oneuet a bos (1) 
ies. sa3 they ente: organizations for more effective wholesale buying _— and used every advertising and loakentune p Mowe on (2) they bettered store operating methods by 
e- selling trick conceivable to bring chifting to modern eerennves ‘superettes’ . . . mene en half of 
a- independent store es are now going to ‘affili ’ grocers — 
int ieee te 00 lags, 5 chante on indlcbundens grocers who have velunentio banded together with 

Page 62 of BUILDING SUP- wholesalers for greater economy and efficiency.” 
PLY NEWS for October. 

New York Office, Murray Hill 5-3909. Chicago Office, Wabash 2-8916 
Pacific Coast, Henry and Simpson, Los Angeles—Tucker 9154 

the only magazine distributed 
nationally through independent voluntary 

and cooperative grocery groups. 
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‘Journal-American’ Artist Awarded Basic 

Patent on Guided Missiles After 10 Years 
New York, Oct. 17—Marion B. 

Robinson, an artist in the promo- 
tion department of the New York 
Journal-American, has been 
granted a new basic patent on a 
device for improving the accuracy 
of guided missiles. 

Robinson has been in the Jour- 
nal-American promotion depart- 
ment for nine years, and previous- 
ly worked for Audio Productions 
and the Kupsick Advertising| s 
Agency, New York. 

Robinson has made all the lay- 
outs and done the finished art 
work for the series of Journal- 

From your artwork— 

RABBIT COLOR PRINTS 
"They're fast, they're cheap, they mu we 
For sales promotion, presentations, dis- 
plays, etc. Full color facsimilies from your 
colored layouts, proofs, paintings—or Ko- 
dachromes. Ten duplicates minimum order. 
16''x20" largest. Dye transfer process. 

Thomas B. Noble Associates 
270 Pork Avenue, N.Y.C. 17, MUrray Hill 8-009) 

American center spreads which 
have been appearing in ADVERTIS- 
ING AGE every other week for the 

past several years, Sumner Collins, 

promotion director, said. “By sheer 
coincidence,” he added, “the cen-| | 
ter spread we ran Sept. 25 was 
illustrated by a guided missile; 
and the following week Robinson 
got his patent.” 

w “I first got the idea for the basic | | 
patent controlling the guided 
missile so that a definite hit is 
virtually assured, in 1939,” Robin- 
son said. “I developed the idea 
and first filed for a patent on June 
15, 1940. 

“Then World War II erupted. I 
was summoned to Washington, 
pledged to absolute secrecy. Be- 
cause of turbulent world condi- 
tions, plus inevitable disputes of 
ownership of the improved de- 
vices, the U. S. Patent Office in 
Washington was almost ten years 

ie 
HAPPY HAPPENSTANCE—A week after his illustration of a 
guided missile appeared in this New York Journal-American 
center spread in the Sept. 25 issue of Advertising Age, Marion 
B. Robinson, Journal-American promotion artist and amateur in- 

itself. The invention 

a + Pd noe ‘ 

Advertising Age, October 23, i 

ae sis eit — 
sok 

BFERENCE INTO 

Journal “American 

ventor, was awarded the basic patent for the guided m 
may eventually mean millions of dollars 

its creator. Until then Robinson plans to continue to p 
layouts and art for center spreads. 

in making its final decision.” jsive ownership of the patent to 

Now the decision awards exclu-| Robinson, and he has been in- 

Break loose in the Pittsburgh Market— 
THE POST-GAZETTE COVERS BOTH 

INSIDE AND OUTSIDE THE ABC CITY 

You can cover both the one 
million people in Pittsburgh's 
ABC city zone AND the two 
million people in the balance 
of Pittsburgh's 14-county 50- 
mile retail market ONLY with 

the Post-Gazette. You'll find 
its circulation pattern closely 
matches the pattern of your — 
sales outlets. To learn how the 
Post-Gazette can sell for you, 
see Moloney, Regan & Schmitt. 

formed that the government is 
the process of determining a se 
ment, as far as past usage is con: 
cerned 

HERBERT BALDWIN 
New York, Oct. 13—Herbert L 

Baldwin, 46, vice-president 
charge of research and merc 

dising for Fletcher D. Rich 
Inc., died suddenly yesterday 
his home, 33 Washington Square, 

He was previously research di- 
rector of Crossley Inc., where he 
designed continuing studies of gro- 
cery and home consumption audi 
to show the rate of flow of 
food and drug goods. 

A. J. CASEY 
NEw York, Oct. 16—A. J. Casey 

67, owner and editor of Americ 
Coal Journal, died Oct. 12. 
founded the coal publication 
years ago, shortly after leaving col 
lege. 

WILLIAM H. REED 
TAUNTON, Mass., Oct. 16—Wil 

liam Hale Reed, 76, publisher an 
general manager of the Taunt 

Gazette for 51 years, died he 
Oct. 6. A former president of t 
New England Newspaper Publish 
ers Assn., he joined the newspape 

after his graduation from Harvard 

Kovats Heads Ad Typos 
Harry O. Kovats of Runkl 

Thompson-Kovats, Chicago, 
elected president of the Advertis 
ing Typographers Assn. of Amer 

= 

Many pages have been set and the 
book is expected to be issued next 
year. 

Other officers elected include: 
Carl H. Ford, J. W. Ford Co., Cin- 
cinnati; Walter T. Armstrong, Wal- 
ter T. Armstrong Inc., Philadel- 
phia, and John N. Taylor, Dayton 
Typographic Service, Dayton, vice- 
presidents; Mrs. E. W. Shaefer, Tri- 
Arts Press, New York, treasurer; 
and Albert Abrahams, New York, 
executive secretary. 

Two Name Wehner Agency 
Edward E. Robinson Inc., Nut- 

ley, N. J., manufacturer of paint 
brushes, paint brush production 
machinery and metering pumps, 
has named Wehner Advertising 
Service, Newark, to handle its ac- 
count. Wehner also has been 
named to handle the account of 
Victor Burglar Alarm Co., Clifton, 
N. J., manufacturer of burglary 
protection systems. 

‘Good Housekeeping’ Names 3 
Jerome J. Stern, formerly of the 

New York Herald Tribune, and 
Scott Montgomery, formerly with 
Lynn Baker Inc., have joined thef 
eastern advertising staff of Good 
Housekeeping, New York. Thomas 
L. Fortune, formerly of Parents’ 
Magazine, has been appointed to 
Good Housekeeping’s western staff. 
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Small Brewers 

Find Television 

Spots Effective 
(Continued from Page 1) 

the newspaper can handle r.o. p. 
color. 
To further stimulate the brew- 

ers’ interest in advertising and 
merchandising, the association 
sponsored a series of contests for 
newspaper advertising, point of 
sale pieces, carry-home cartons, 
cans, cartons and crowns. Winner 
of first prize in the newspaper ad- 
vertising contest was Gretz Brew- 
ing, with a Gay ’90s ad showing 
a mustachioed cyclist wheeling 
home with a “bucket ’o suds” (AA, 
Aug. 7). 

s More than half the beer labels 
in use today are illegible, com- 
plicated and hard to read, R. G. 
Williams, art director of Schmidt 
Lithograph Co., Los Angeles, told 
the assembled brewers. 
He listed five requirements a 

label must possess to be classified 
a good label: (1) It must be legi- 
ble; (2) must have good color; (3) 
must be pleasing in color and de- 
sign; (4) must have simplicity; 
and (5) must have an identity of 
its own, i.e., not copy some other 
brewer’s label. 
To emphasize the importance of 

a well designed label, he told how 
one West Coast company com- 
pletely changed its label, and in 
seven months reported an increase 
in sales of about 40%. The major- 
ity of this increase, he added, 
could be attributed to the label 
change, because additional adver- 
tising was used only in the late 
stages of the seven-month period. 

s Tom Gettleman, vice-president 
of A. Gettleman Brewing Co., used 
color slides to show how his com- 
pany designed and merchandised 
its new label. After a new label 
design was decided on, page ads 
were scheduled in the Milwaukee 
Journal and Sentinel, plus radio 
and TV spots in the Milwaukee 
area, to acquaint the public with 
the new label. 

In addition, a tem-oines point of 
sale kit was distributed to retail 
outlets (one of the pieces won a 

first prize in the association’s point 
of sale contest), and 24-sheet post- 
ers also were used. About 9,000 
orchids were flown from Hawaii 
and boxed with a single bottle of 
Gettleman’s beer, and distributed 
to retail outlet personnel and other 
key people. 
As a result of this intensive pro- 

motion, Mr. Gettleman said, dis- 
tribution of the company’s beer 

rose 30% in six weeks. 

Mid-Continent Moves 
Mid-Continent Surveys Inc., 

Minneapolis, has moved to new and 
larger quarters at 805 Phoenix 
Bldg., Minneapolis. 

CAPTURE THE 

NEGRO MARKET 
With This POWERFUL 

NATIONAL NEWSPAPER 
Over 1,500,000 Negroes, the cream of a 
$10 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America's most com- 
plete weekly newspaper, represents your 
best bet for capturing your share of this 
vast and loyal market. And, now, with an 
addition of an 8-page, 4-color comic section 
and a 16-page magazine section, the 
Courier is even more complete, better able 
fo carry your message into the homes of 
the vast Negro market. There's real money 
in the Negro market—be sure you get 
your share — advertise your prodocts in 
the new Courier. For full details write: 

INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 

Supreme Court Will Review 
California Slander Law 

The Supreme Court last week 
promised to study the constitution- 
alty of a California law limiting 
libel and slander damages where 
there is a published retraction. The 
law benefits newspapers and 
broadcasters who offer to correct 
slanderous and libelous statements. 

The case before the court is a 
$100,000 suit against Southern 
California Associated Newspapers, 
brought by a former Los Angeles 
city attorney, Erwin P. Wener. 

Meredith Names Two 
Meredith Publishing Co., Des 

Moines, publisher of Better Homes 
& Gardens and Successful Farming, 
has elected Edwin L. Sullivan, ad- 
vertising director, as vice-presi- 
dent. Virgil C. Weidner, formerly 
with the New York Herald Trib- 
une, has joined the Successful 
Farming advertising sales staff in 
New York. 

Forms Robert E. Chatfee 
Robert E. Chaffee, formerly 

West Coast representative of Flair, 
has formed Robert E. Chaffee Inc., 
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Permoflux to Symonds 
Permoflux Corp., Chicago, maker 

of Permoflux Scribe, electronic 
dictating system, has appointed 
Symonds, MacKenzie & Co., Chi- 
cago, to handle advertising and 
sales promotion for its office 
machines division. The agency has 
been handling the company’s 
electronic and speaker divisions 
for the past year. Newspaper, 
magazine and dealer ads_ will 
break in November. 

PUT IT THERE—Jerry Marshall (right), New York division sales manager of Colgate- 
Palmolive-Peet, is congratulated by Walt Hayman, New York district manager, at 
party given by Sherman & Marquette, Ajax agency, in recognition of Mr. Mar- 
shall’s bringing Ajax to No. 1 position in the powdered cleanser field in the metro- 

politan area. 

QnNSTAKING 

national distributor of television 
programs. Mr. Chaffee will main- 
tain headquarters in the Russ 

Bldg., San Francisco, and plans 
additional offices in New York 
and’ Hollywood. 

W. Ontano St 

IOWA SURVEY REPORTS 

STARTLING LISTENERSHIP! 
Average Iowa Family 

13 Hours Per Day! Listens 

A though much research has been 
done on the total amount of radio 
listening that occurs in the average 
home, most studies — whether inter- 

views, telephone surveys or mail 
questionnaires — have been handi- 
capped by some aspect of their 
technique. One result is that the 
number of total listening hours per 
day in an average home has been 
seriously underestimated for many 
years, 

Now the Diary Study of the 1950 
Iowa Radio Audience Survey” re- 
veals some thoroughly reliable and 

rather startling facts about the 
amount of listening per Iowa home. 
It shows that the average Iowa 
family listens to the radio a total of 
13.95 “listener-hours” per weekday! 
The total is a little less on Sundays 
but jumps to 15.59 on Saturdays! 

These figures were compiled from 
48-hour diary records voluntarily 
kept at the time of listening by 
family members of 930 Iowa homes. 
They include all the listening to all 
sets in the home by all members of 
the household over four years of age. 
Here is the breakdown: 

NUMBER OF HOURS AVERAGE IOWAN SPENDS LISTENING TO RADIO, DAILY 

ee ee hours reported, divided by number living | 
in Diary homes)* 

Village nana % 
Farm homes _ 

*A\ total of 100294 different “Listener-quarter-hours” are represented in the figures. 

A diae from the impressive totals, 
there is added significance in the 
fact that of the 13.95 weekday hours 
of listening, 6.67 hours were regis- 
tered by the average adult woman 
and 4.05 hours by the average adult 
man. In other words, less than a 

quarter of the total listening re- 
corded in Iowa homes is done by 
children under 18 years of age! 

WHO, of course, continues to get 

the greatest share of Iowa listening. 
Out of 57 Iowa AM stations, WHO 

is “listened-to-most” by 37.5% of 
Iowa’s radio families, daytime, and 

by 43.9%, nighttime. 

The 1950 Edition of the Iowa Radio 
Audience Survey contains many 
new and important facts about 
listening habits in general and Iowa 
in particular. Write for your free 
copy, today! 

48-HOUR DAIRY 
PROVEN RELIABLE 

The reliability of the 48-hour, diary- 
type radio survey used in the 1950 
Iowa Radio Audience Survey was 
established by a study conducted in 
January, 1949, by Dr. Arthur Barnes 
of the State University of Iowa. 
He obtained a ten-day diary record 
from 368 families in 41 Iowa coun- 
ties. A careful comparison of the 
first three days of listening with 
each corresponding day of the week 
(eighth, ninth and tenth days of the 
diary) showed no tendency on the 
part of diary families to “listen 
more” when the diary was first 
started. 

*The 1950 Iowa Radio Audience Survey is 

the thirteenth annual study of radio 

listening habits in Iowa. It was con- 

ducted by Dr. F. L. Whan of Wichita 

University and his staff. It is based on 

personal interviews with 9,110 Iowa fami- 

lies and diary records kept by 930 Iowa 

families —all scientifically selected from 

Iowa’s cities, towns, villages and farms. 

It is a “must” for every advertising, sales 

or marketing man who is interested in 

radio in general, and the Iowa market in 

particular. 
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Col. B. J. Palmer, President 

P. A. Loyet, Resident Manag 

FREE & PETERS, INC. 

National Representatives 

+ Chicago 10+ WH 4-345) 
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READERSHIP PROOF POSITIVE 

When a mail order advertiser 
buys space, month after month in a 
publication, that’s positive proof of 
readership that pays off for all 

advertisers. 
That’s the kind of readership that 

sends people into stores asking for 
your product. 

Scores of mail order clients are 
using Foreign Service, the V.F.W. 
magazine. Why? Because keyed copy 
records prove Foreign Service pro- 
duces sales in profitable volume. 

Make sure your advertising dol- 
lars are working just as hard 
for you. 

* 

WRITE TODAY von rome FREE yt 
COPIES OF LAST THREE 

Preiqn Sowice 
THE V.F.W. MAGAZINE 

Dan B. Jesse, Jr. & Associates, Inc. 

Advertising Directors 

10 East 43rd St.. New York 17, N. Y. 

Voice 0 of the Advertiser 
Says Few Agencies Have All 
Facts on Clients’ Sales 

To the Editor: Among the ques- 
tions Fairfax Cone would ask 
about an agency if he were an 
advertiser (AA, Oct. 9) he in- 
cludes two that are extremely 
significant. I refer to these: “What 

is the competitive sales position 
and what is the history of the 
sales position of each of the prod- 
ucts the agency advertises?” and 
“What is the trend of advertising 
expenditures ... of advertising cost 
to sales ratio for each of these 
products?” 

Both questions are highly valid. 
Yet the answers (by objective 
sources) more often than not 
would point to gaping vacuum in 
our distributive processes, and 
hence render either advertiser or 
agency, or both, a disservice. 

This vacuum is that we know 
very little about the quality of 
sales performance, about the ef- 
fectiveness of sales operation. We 
study and test markets, product 
appeal, media, merchandising 
methods and copy, and, within 
limits, are doing pretty well at it. 
But it is the rare exception when 
we come close enough to the 
human factors that enable us to 
accurately measure how well a 

This department is a reader’s forum. Letters are welcome. 

sales force performs, and how ef- agency had been treated as what 
ficiently it is directed. Charles G. Mortimer calls “the 

Without having at least ade- | advertiser’s working partner” in 
quate knowledge of the quality of 
sales performance (and we would 

have to accept as adequate some- 

thing less thorough than what we 
learn from continuing marketing 
studies), it is really quite difficult 
to somewhat definitely determine 
the quality of agency performance 

from. the answers to Mr. Cone’s 
questions. 

This is not an argument against 
his questions. I’d like every pro- 
spective client to ask them, pro- 
vided, however, that the answers 
contain an evaluation of the sales 
factors that are beyond the agen- 
cy’s sphere of operation. I am sure 
Mr. Cone will be the first to agree. 
And, for the record, I agree fully 

with all of Mr. Cone’s other points, 
and specifically with his emphasis 
on “ever-increasing sales at con- 
stantly lowering unit-advertising 
costs.” 
What we are really concerned 

with here is a basic management 
problem. Isn’t the number of com- 
panies that are fully aware of how 
good, bad‘ or indifferent a sales 
job they do still woefully small? 
And how could the answers be 
fair to all concerned unless the 

The 
Miami Herald's 

On Sunday, November 19th, 1950 
The Miami Herald celebrates its 
fortieth anniversary with one of the 
most complete and comprehensive 

, special editions ever to be published. 

It will be crammed full of memor- 
able articles and pictures, will tell the 

Anniversary Edition 

four decades. This special edition has 
already created keen statewide 
interest, and is certain to reach a huge 
bonus audience in every state of the 
union and Latin-America. 

Note to Advertisers: There’s still 
time to take part in this important 

the fullest sense of Mr. Mortimer’s 
meaning? 

I am glad Mr. Cone specified 

these all important questions as 
sharply as he did. If more adver- 
tisers would ask them and more 
agencies would face the fact of 
having someone answer them, we 
would make speedier headway in 
coordinating all sales and adver- 
tising operations, improving ad- 

vertiser-agency relationships in the 
process. 

By publishing the full text of the 
eight speeches made on advertiser- 

agency relationships at the recent 

ANA meeting, of which Mr. Cone’s 
and Harry J. Deines’ of Westing- 
house Electric Corp. were the first 

two, ADVERTISING AGE is making a 
further significant contribution 
(in addition to its “How To Pick 
An Advertising Agency” series, 
published last year) to this im- 
portant problem. It is important 
because it has a direct influence on 
the effective functioning of the 
American economic system. 

Many who could not directly 
partake of the thinking of some of 
our best minds in selling and ad- 
vertising by attending the ANA 
meeting thus can still profit from 
their knowledge and experience. 

ERWIN H. Ktaus, 
Marketing Director, Buchanan 
& Co., San Francisco. 

* * . 

Communism, Reader Insists 
To the Editor: If General Foods 

was cowardly in the Jean Muir 
episode, then the rest of industry, 
with similar problems, is craven. 
It can be said for GF that it was 
willing to suffer the discredit of 
its own action. Not so with other 
advertisers. Now they want to set 
up a group to screen their hire- 
lings. They want to hide the shame 
of their weakness behind this 
refuge for both the unprincipled 
and the low-principled, a kind of 
deus ex machina with a stock set 
of patriotic morals. 
Now this is Communism if any- 

thing is. It may be silk hat Com- 
munism but it is Communism. It 
may be used as a bulwark against 
other Communists but it is Com- 

munism. It may be a shield to 

Advertising Age, October 23, 1§ 

protect a few dollar profits but j 
is Communism. 

For what is Communism but th 
group swallowing up the individ 
ual? What is Communism but the 
surrender of individual prerog 
tive? What is Communism bu} 
rigid application of laws set up 
by self-appointed hierarchy with 
inflexible administration? 

If rich and powerful corpora. 
tions are too weak-kneed to stang 
on their own feet, but must seek 

the shelter of an industrial group 
to set a code of morals and patri- 

otic ethics, then how can we eve 
expect one lone American to dare 
say: “Here I stand”? 

We're going to have Communisn 
but we’re going to call it anti- 
Communism. 

MARK TABER, 
Chicago. 

ao * « 

‘Touch of the Red’ 
Raises a Question 

To the Editor: I wouldn’t think 
that many of those listed in “Red 
Channels” would agree with the 

eee 

headline of this Harper’s Bazaar 
ad gleaned from an early spring 
issue. 
Would you? 

A. G. GAINEs, 
Vice-President, Jones-Frankel 
Co., Chicago. 

© a * 

TV Viewer Poses a Problem 
To the Editor: Here’s one for the 

Doctor in charge of your Eye and 
Ear Department: 

The manufacturer of a tele- 
vision-radio combination set re- 
cently pictured his product on the 
television screen, and stationed a 

lovely model nearby to sing its 
praises. She cautioned the viewer 

he’s the biggest 

(The C-124, the largest 
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to be certain, in buying such a set, 
that the sound be full, rich, and 

proad-ranged like her sponsor’s 

produc’ “Just listen to this!” she 
exclain.cd with admiration. 
And there I sat (along with a 

few milion others), hearing the 

wondrous tonal qualities she de- 
scribed via the only sound system 

availabie—namely, a competitor’s 
product! 

Maybe you better add a staff 
psychiatrist to the Eye and Ear 
Department. 

ANDREW T. HOWLETT, 

Ruthrauff & Ryan Inc., De- 
troit. 

© - . 

Se Feat Plece vith, 
PENNANT-WINNING PHILS... 
Cool, Mild CAMELS! » ~~ 

Overdid It, Reader Suggests 
To the Editor: Maybe the “Kids” 

smoked too much! 

ROBERT L. WHITEHEAD, 

Roy S. Durstine Inc., New 

York. 

Finds Employe Series 
Interesting, Helpful 
To the Editor: Just wanted to 

pass on our appreciation for the 

excellent piece of work you are 

turning out week after week in 

the Employe Communications col- 

umn. 
We find this one of the most in- 

teresting and helpful items which 
passes over our desk. I think we 

see practically every advertising, 

marketing and public relations 

publication. Most of them give 

little space or attention to the em- 
ploye communication subject, 

which we know is so vital today. 

Congratulations on an excellent 

job. Keep up the good work. 

Roy J. LEFFINGWELL, 

Director, Public Relations, Ha- 
waiian Sugar Planters’ Asso- 
ciation, Honolulu. 

On the List tor Employe 
Communications Series 
To the Editor: I read with much 

interest in the Oct. 2 issue of Ap- 

VERTISING AGE—Voice of the Ad- 
vertiser section—a letter regard- 
ing “Employe Communications” 
series. 

I, too, am very much interested 
in this series and would appreciate 

receiving a copy in the event that 
you decide to publish it in book 
form. 

Therefore, I would like my 
hame to be added on the list to 
receive a copy of this publication. 

Thank you very much. 
JoHN H. MEYER, 

Director of Sales Promotion, 
Ortho Pharmaceutical Corp., 
Raritan, N. J. 

Compton College Bulletin 
fo Reprint TV Editorial 
To the Editor: We would appre- 

ciate permission to reproduce the 
editorial, “A Blow to Television,” 
from the Sept. 4 issue of ADVER- 

TISING AGE, in the “N. J. C. A. A. 
Bulletin.” 

EARLE J. HOLMES, 
Editor, “N.J.C.A.A. Bulle- 
tin,” Compton College, Comp- 
ton, Cal. 

Here’s One Agency 

With No Secrets 

on Wage Policies 
Co.umsus, O., Oct. 17—The staff 

of Wheeler-Kight & Gainey got an 

exceptional memo last week from 
Tom L. Wheeler Jr., president of 
the agency. 

Starting Nov. 6, he announced, 
all salaries will go up 5%. The in- 
crease, he explained, is not the re- 
sult of unusual earnings or profit. 
“In fact,” said Mr. Wheeler, “profit 

for this year, due to increased costs 

all down the line, has not even 
been what sensible management 
men consider justifiable and es- 

sential to protection against lean 

years.” 

s Two premises had prompted the 
decision, he said. His frank ex- 
planation: 

“1. Taxes and cost of living have 
gone up according to all indexes. 
As long as extravagant govern- 

ment spending necessitates taxes 

that prevent safeguarding against 

a possible lean period of economy, 
both the employes and the com- 
pany might as well share the suf- 

fering and what current income 
that can be salvaged from the pres- 
ent day abnormal economic meth- 
ods of operation. 

“2. As a creative group pre- 
sumably having the same aims and 
daily striving toward the same 

team goal, it is felt that each 

staff member will fully realize the 
added responsibility this increase 

in year-round company expense 
places upon him. Thus, it is anti- 
cipated that he will put forth a 

little more effort—try a little hard- 

er in coming months.” 

GE Names Sneltjes, Barrett 
W. L. Sneltjes, formerly adver- Q 

tising and sales promotion mana- 
ger, Williams Oil-O-Matic heating 
division, Eureka-Williams Corp., 
Bloomington, Ill., has been named 
supervisor of advertising and sales 
promotion for General Electric 
Co.’s air conditioning department, 
Bloomfield, N. J. Willard R. Bar- 
rett, formerly vice-president and 

general manager of Hoosier Car- 
dinal Corp., Evansville, Ind., has 
been named sales manager of the 
plastics division, General Electric 
Co., Pittsfield, Mass. Mr. Sneltjes 
succeeds Fred Keswick, who has 
joined the advertising staff of the 
appliance and merchandise de-| 
partment in Bridgeport, Conn. 

Graphic Arts Group Elects 
Robert G. Godfrey, plant mana- 

ger of Warwick Bros. & Rutter 
Ltd., has been elected president of 
the Toronto Graphic Arts Assn. 
Other officers elected are: F. C. 
Aggett, director and sales mana- 
ger of Noble Scott Co., and Ken- 
neth G. Southam, vice-president 
and general manager of Southam 
Press, vice-presidents; and Charles 
F. Fullerton, vice-president of 
Fullerton Publishing Co., treasurer. 

B. Henderson, president of 
Davis & Henderson, was named 
honorary president. 

Aspden Joins FitzGerald 
FitzGerald Inc., Providence, R. 

I., agency, has named Robert Asp- 
den as television producer. The 
agency has signed Central’ Radio 
Stores, which operates retail stores 

67 

in Providence and four other New 
England cities, for a 13-week TV 
series, “Front & Center,” 10:30-11 
p.m., Sundays, over WJAR-TV, 
Providence. FitzGerald also has 
begun a public relations drive for 
Rhode Island Tuberculosis & 
Health Assn. and the Providence 
Health Assn. in connection with 
the sale of Christmas seals. 

To Colman, Prentis & Varley 
Raleigh Industries of America 

Inc., Boston, subsidiary of Raleigh 
Industries Ltd., Nottingham, Eng- 
land, manufacturer of Raleigh, 
Rudge and Humber bicycles, and 
Sturmey-Archer variable speed 
gears, has appointed Colman, 
Prentis & Varley Inc., New York, 
to handle its U. S. advertising. Na- 
tional magazines will be used. 
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TRADE AND CONSUMER PUBLICATIONS 
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Pens adi it 

Simply remove protective cov- 
ering and press display in 
place. ‘‘Stays put,"* until pur- 

prover removed. 

a 
WE DO NO PRINTING 

Your own printer will get KLEEN-STIK for you 

Exclusive with KLEEN-STIK 

[srnirs | 
Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 

A small Kleen-Stik spot in each corner or a thin strip down each 
side is all you need for perfect adhesion. Kleen-Stik'd pieces 
can be used on practically every surface— WINDOWS * WALLS 
* COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 

KLEEN-STIK Not a glue, paste or cement, but 
a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that cdheres to any smooth, clean 

surface when pressed in place. 

ar oes ay page goer ate ce 

KLEEN-STIK 

Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up” ... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 

removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 

Wakes Every Place an Advertising Space! 

| Send for ideas and FREE samples today! | 

for interestin 
samples and ideas. 

COMPANY. 

Fill out and mail this coupon 
portfolio of 

CITY. ZONE STATE 

225 N. MICHIGAN AVE. 

KLEEN-STIK PRODUCTS, inc. 
CHICAGO 1, ILLINOIS 
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All the Planning Behind Tea Council 

Advertising Told by Burnett's Heath 
WHITE SULPHUR SPRINGS, Oct. 17 

—Richard N. Heath, executive 

vice-president of Leo Burnett Co., | 
Chicago, told members of the Tea 

Assn. of the U.S.A. here exactly 
how the tea industry’s advertising 

campaign has been developed by 
the Burnett organization. 

Following Mr. Heath’s presenta- 

tion, it was de- 

cided by mem- 

bers of the asso- 

ciation and the 

Tea Bureau that 

they will con- 

tinue to support 

the industry’s ad- 

vertising cam- 

paign through the 

Tea Council into 

and probably 

through 1952. 

The Tea Coun- 

cil’s $1,000,000 advertising pro- 

gram started the last week in May 

(AA, March 20). 

Dick Heath 

ws “In all advertising that succeeds, 
one of the prime elements of 
strength is time,” Mr. Heath said. 

“In industry advertising this ele- 

ment is especially important, and 

may well be decisive. 
“The orange growers and dis- 

tributors have been advertising for 
more than 40 years. The Pennsyl- 

vania Crude Oil Assn. has been at 
it for 26 years. The California wal- 

nut growers have advertised con- 
sistently since 1919. The meat in- 

dustry started advertising in 1939 
and that program is now in full 

stride. Given time, there is every 
reason to predict that the tea in- 
dustry’s advertising program will 
succeed. 

“The most important thing that 

| 
| repetition. 

| 

tea advertising can accomplish,” 

Mr. Heath said, “is to plant the 
strongest possible selling thought 
about tea into the greatest num- 

ber of minds in the most solid way 

that advertising techniques can do 
it. 

“The original discovery of the 

power of advertising was based 
on one thing and one thing only— 

We've learned a lot 
about advertising since. We've 

added a big super-structure to that 
discovery. But when we strip it all 
down and get back to fundamen- 

tals, repetition is still what adver- 
tising is all about.” 

While there may be some prod- 
ucts, Mr. Heath said, that are so 
interesting or important that the 

advertising can be new and excit- 

ing each month, they are excep- 
tions. 

s “Tea is not one of those prod- 

ucts,” he said. “Tea is more of a 
staple like soap and cigarets, the 
two most advertised products in 
America. Since their very exist- 
ence depends on advertising, and 

since the soap and cigaret people 
spend the most money for adver- 
tising and make it pay, we could 

not go far wrong in making use of 

the biggest lesson they have 

learned. 
“Obviously, that lesson is repeti- 

tion. To you and me, the soap and 
cigaret ads may be pretty dull 
fodder. They’re dull because the 
products themselves are not ex- 
citing or glamorous, They’re repet- 

itive because those fellows have 
learned that to sell commonplace 

goods in uncommon quantity, you 
have to give people a strong rea- 
son to buy. Not two or three strong 
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Sell it with THE PACKER, weekly newspaper of the 
industry since 1893. Produce,—one of the few remaining Big 
Businesses where the owner does the actual buying. And the owners 
—commercial growers, shippers, brokers, or receivers—read THE 
Packer. The average subscriber has read it 16 years! THE PACKER 
has a 57 man staff in 47 produce centers to provide its readers with 
all the up-to-the-minute fresh fruit and vegetable news. They de- 
pend on it for vital trade information. Years of “Produce Offerings” 
advertising by the trade have made it a buying guide. Packer ad- 

vertising reaches the buyers, the 16,000 men who 

THIS GIANT 

§ SIX BILLION 
eM The 

FRESH FRUIT AND 

¢ handle 85% to 90% of the fruit and vegetable volume. 

The full story of this fascinating, fast moving business is in your 
PACKER media file. Send fer it. 

THE PACKER 
SECOND AND DELAWARE STREETS * KANSAS CITY 6, MISSOURI 

reasons, but one. Why? Because 
one is all people will sit still for 
at any one time. 

“The central thought for tea 
must be definite. Everybody knows 
that soap is to get things clean and 
that cigarets are a_ satisfying 
smoke. What’s the good word for 
tea? 

a “What reason can we give peo- 
ple for drinking tea? That,” Mr. 
Heath admitted, “is the $64 ques- 
tion.” 

Citing a number of possibilities 
considered, he mentioned appetite | 
appeal, which, he said, is limited; | 

stimulating effect, which he dis-| 
missed as “overshadowed by the} 

competition. Tea is socially up-| 
lifting,” he said, “but we want to | 

stay away from that if we are to| 

make tea generally popular.” 
After mentioning several other | 

things that proved unsuitable for 

advertising value, Mr. Heath sug- 
gested that “tea makes you feel 
better. This,” he declared, “is the 

summation, the boiled-down es- 
sence of tea’s strongest positive 
benefits. But it is so general, so 
bland, so nearly vague that it has 
no bite, no memory value, and 
applies equally well to many other 
products. 

“But tea provides relief from 
the pressure of everyday living. 
This is the positive benefit that 
seems to belong to tea alone. It 
is a more memorable and arresting 

way of saying that tea makes you 

feel better. 

e “Our first ads were built 
around the idea that tea helps peo- 
ple get out from under pressure. 

Today, we have nailed down our 

target even closer than that. Our 

present ads are built around ex- 
pressions of this thought: ‘If your 

man comes home under pressure, 
help him out with tea.’ 

“The headline is addressed al- 
ways to the woman,” Mr. Heath 

emphasized. “The advantage of 

this,” he said, “should be pretty 
clear. It’s the woman who buys the 
tea and decides what the mealtime 
beverage will be. And rather than 
a completely rational approach, we 
use the emotional device of play- 
ing on the woman’s interest in her 
husband and her concern over the 
state of his health. 

“Now a few words about the 
graphics. As an advertising agen- 
cy,” Mr. Heath said, “we’ve always 
held to the belief that appetite ap- 
peal is of No. 1 importance in pre- 

senting any product that you put 
into your mouth. 

ws “Not only have we gone in for 

luscious pictures of cakes and pies, 
juicy hunks of beef and sizzling 
pork chops, but we have tried to 

apply some of the same reasoning 

to a glass of milk, a bottle of beer 
and a candy bar. 

“In certain cases, however, we 
are obliged to look beyond the sen- 
sory appeal of the product itself 

to flag the reader’s attention and 

start the reader’s mind moving in 
our direction. Tea presents a most 

unusual hurdle in this respect. It 
has no form beyond the cup it is 
served in, and here we are con- 
fronted with a problem in sym- 
bolism. 

“Too much interest in the cup, 
the pot or the service,” Mr. Heath 
pointed out, “would immediately 
stamp tea as a beverage of the 
wealthy (or the sissy) or, from 

another angle, would simply steal 
the show. 

“There is no common denomina- 
tor of color interest, because there 
is a wide variation in people’s 
appetites as to the strength of tea, 

and some like it with milk and 
some without. Even a few drops 
of lemon change the color of the 
brew. Nor is there any interest in 
the raw product. Tea leaves are 
unfamiliar and have none of the 
wholesome and nostalgic sugges- 

tiveness of a field of ripening corn 
or peas in bloom. Lemons, in con- 

nection with tea, arouse the taste 
buds in some but not in others. 
Associated foods are not the an- 
swer because tea is good with al- 
most any kind of food. 

|everywhere. The idea that 
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TYPICAL—This September ad, like other 
in the tea series, has a blue bleed back. 
ground and a photo of a man’s eyes, 

urges readers to try tea for seven 
days at dinner and see if tea 
doesn’t help relieve the pressure of 
the day and make them feel bet- 
ter. 

es Summarizing what the tea in- 
dustry’s advertising is intended to 

do, Mr. Heath stressed three 
points: “(1) It is intended to make 

tea appear exciting, important and 
interesting. That is accomplished 
by our graphics and the over-all 

effect of the ads. (2) It is intended 
to register a simple theme, which 
we do in our headlines and am- 
plify it as much as we can in copy 

without diluting the power of the 
effect. (3) It is intended to tell 
people how to make tea properly. 

“This brings us to the consider- 
ation of media. The tea market is 

‘tea 

ws “In the absence of a completely | helps people get out from under 

natural graphic idea, we have! pressure’ must be sold nationally. 

chosen to symbolize tea by the! It must be sold to people of both 
word in yellow as big as we could | 

get it, plus an inviting looking cup, 
leaving it to the reader to read in- 
to it his own taste reactions. 

“This brings us to copy, what 
the ad says about tea. 

“In little more than 100 words 
of type that can be read in seconds, 
we have made three essential 
points: (1) Tea provides relief 

because it picks you up without 
keying you up; (2) tea helps re- 
lieve your mind of any thought 
that you won’t sleep; (3) the clean, 
dry taste of tea makes everything 

you eat taste better.” 

In addition, Mr. Heath said, 

copy stresses that tea costs less 
than any other beverage, and it 

sexes and all ages—our appeal 

must be across the board. It must 
be sold continuously—spring and 

summer, fall and winter. 

s “This calls for big national mag- 
azines—the most economical way 
to get truly national coverage. Also, 

this advertising calls for the au- 

thority and prestige of the printed 
word in powerful magazines that 

have broad reading audiences. 
Color and graphics are important 

tools in our program. And again 

this calls for magazines. 
“Although the advertisements 

were designed to make a strong 
emotional appeal to our most faith- 

ful ally in each family, the house- 
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wife, we realized that most house- | New Pre-Evaluation 

wives would not be able to sell 

their husbands on tea without 
some outside aid. 
“The strategy was planned to 

supply this aid and help the house- 

wife to sell her husband on tea by 
placing the ads in publications 

with a broad reading audience 

poth of men and women. So we 
chose Life, The Saturday Evening 
Post, Look and Collier’s. There are 
117,850,000 people, age 10 and over, 
in the U. S. One issue of those four 
magazines reaches 42% of this 

group or 49,500,000 people. 

s “The momentum gained through 

magazines for the new concept of 

tea should be stepped up in highly 
populated metropolitan areas by 
strong local advertising. We se- 

lected 33 newspapers in 32 cities 

for this job. These newspapers 
have a total circulation of 16,650,- 

000. They reach more than 50% 
of the families in the leading 138 

metropolitan county areas where 

two-thirds of all U.S. food store 
sales are made.” 

This advertising, Mr. Heath said, 
is being backed by brand adver- 
tising of individual packers, by 
merchandising aids and point of 
sale material. 
“Given time,” he concluded, 

“there is every reason to predict 

that the tea advertising program 
will succeed. You’ve heard the old 
one that ‘Rome wasn’t built in a 
day.’ But have you heard this one? 
‘Success is not a destination. It is 
a journey.’ ” 

R. Cooper Jr. Uses 

4-Page Newspaper 

Ad for GE Campaign 
CxicaGco, Oct. 17—R. Cooper Jr. 

Inc., largest General Electric dis- 

tributor, launched a three-month 
advertising campaign Sunday for 

GE radio and television sets with 

a four-page section in the Chicago 

Tribune. The remainder of the 

campaign will consist of four b&w 

pages and one four-color spread in 
the Tribune, between now and the 

end of the year. 

A feature of the section was 
a center spread in full color, dis- 
playing six GE television sets. This 

is the first time the Tribune ever 

has printed a spread in close-regis- 

ter four colors. 

Ten thousand reprints of the 
10,230-line ad were distributed to 
participating dealers by R. Cooper 
Jr. Inc. 

Lauesen & Salomon here handles 
the account. 

Air Force, Sylvania Back 
ABC Football Broadcasts 

U. S. Air Force, through Grant 
Advertising, Washington, is spon- 
soring college football broadcasts 
over approximately 160 ABC sta- 
tions on Saturday afternoons. Ra- 
dio and television division, Syl- 
vania Electric Products, carries 
American’s “game of the week” 
on more than 45 stations. Kenyon 
& Eckhardt is the agency. 

In other ABC markets, the 
games have been sold cooperative- 
ly by local stations. 

Mrs. Nelson Rejoins Mart 
Mrs. Alice Nelson has rejoined 

the Merchandise Mart News 
Bureau, Chicago, as head of the 
news bureau. Since leaving the 
Mart, Mrs. Nelson has been home 
furnishings editor of the Chicago 
Sun-Times, public relations di- 
rector of United Wallpaper Inc., 
producer and writer of television 
shows, and with Earle Ludgin & 
Co. Mrs. Nelson succeeds Paul B. 
Ricks, who has resigned to re- 
peerate following a major opera- 
ion. 

‘Post Exchange’ to Meade 
Post Exchange, trade publication 

of the Armed Forces exchanges, 
has appointed Meade & Co., Bos- 
ton, as New England advertising 
representative. 

| 

Formula for Ads 

Appears in Book 
Omana, Oct. 18—Newest entry 

in the point-system-evaluation of 
advertisements derby, which has 
been reasonably quiescent for 
several years, has cropped up here 
with publication of a small book, 
“How to Tell If Your Ads Will 
Sell,” published by the Helpful 
Press, 2212 Cuming St., Omaha 2. 

The book is the work of Cal- 
vert Lindquest, and describes his 
“profit-ad system” of pre-evalua- 

tion of advertising. It sells for $5. 
This system, Mr. Lindquest as- 

serts, shows how to determine the 
pulling power of ads before they 
are printed, and includes an “au- 
tomatic satisfaction finder.” Sepa- 
rate methods of prechecking na- 
tional, retail and small ads are in- 
cluded. 

a The “long form” of the “profit- 
ad system” includes a check list 

of 21 points, three of them under | 
“Is the ad noticed?”; four under | 
“catching the right reader”; three 

in psychology. I’ve combined 
psychology with advertising as my 
profession, undertaking fulltime 

WLAP Begins Operations 
| WLAP, Lexington, Ky., has gone 
;on the air with 5,000 watts day 

under “easy to listen to”; three | advertising research in 1946 after! and 1,000 watts night. The station 
(and 46 of a total of 100 points) | 
under “arousing desire”; seven 
under “details and proof,” and one 
under “directions.” A dozen or so | 
ads, including national copy, are 
reproduced and scored by the sys- 
tem. 

The book, which is written both | 
for professional admen and busi- | 
ness men who have to write their | 
own ads, also includes some primer | 
material on advertising structure, 

use of type, etc. 

Appropriately, the book opens 
with the author saying, “Since I’m 
offering a plan to boost your ad 
power and cut your ad costs, you 

may want to know more about 
me.” Unfortunately, the author 
seems to have skipped lightly over 
his seven-point checklist on “de- 
tails and proof,” because in this 
connection the only personal in- 
formation he supplies the reader 
is this: 

“I finished college with a major 

my army service.” 

Underhill, Ommerle 
Shifted by Columbia 

Charles M. Underhill, formerly 
program director of CBS-TV, New 
York, has been named to fill the 
newly created position of general 
manager for television. He will 
have the responsibility of adjust- | 
ing the TV schedule to assure 
“every program ample casting, re- 
hearsal and broadcast space and) 
time.” 

Succeeding him as program di- 
rector is Harry G. Ommerle, who 
was manager of program sales for 
the CBS radio network before his 
new appointment. 

Young Joins Calkins & Holden 
Philip A. Young, formerly radio 

copy chief with N. W. Ayer & Son, 
has joined Calkins & Holden, Car- 
lock, McClinton & Smith, New 
York, to handle television. com- 
mercial copy. 

| was originally licensed in 1922, 
| was moved from Louisville to Lex- 
| ington in 1934, and was purchased 
| by J. Lindsay Nunn and Gilmore 
|N. Nunn, owners and operators of 
| Nunn Stations, in 1936. The Nunns 
|then made an effort to secure a 
regional frequency and increased 
power. FCC’s final decision was 
| handed down on Feb. 24, 1950, 
| with construction work starting 
| immediately. WLAP also is putting 
| its new FM service on the air, of- 
fering simultaneous programming, 
day and night. WLAP is an ABC 
affiliate. 

Holeproof Appoints Walsh 
Walsh Advertising, Toronto, has 

been appointed to direct the ad- 
vertising of Holeproof Hosiery Co. 
(Canada), London, Ont. 

Hickok Names Hoffman 
Charles J. Hoffman has been 

named sales manager in charge of 
suspender and garter sales at Hic- 

' kok Mfg. Co., Rochester, N. Y. 

There’s no trick to reaching the 

billion and one-half dollar sales 

potential of the Memphis Market 

for the kind of results that pay 

| 

big dividends when you use 

BOTH Memphis Newspapers! 

And there’s a treat in store for 

you, too. 

of a BIG 

. . a treat in the form 

per line savings when 

you take advantage of the op- 

tional daily combination rate. It’s 

the right combination for the 

Scripps-Howard Newspapers 

right results in the right market! 
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Take this 

RIGHT OF 

WAY 
straight into 

1,300,000 

ies Catholic homes! 

Full speed ahead! Go quickly 
into the family circles of these 
friendly people through the 

pages of this ‘‘unit."’ 

Talk to them. Ask these 

families to buy. 

Your advertising on these 

respected pages will be seen 
and read and acted on by re- 
sponsive, home-loving folks 

—+your sales story will strike 
home in the home. 

This is your straight route 

into the heart of the home— 

into the family discussions and 
into the family purse. 

Here is your opportunity to 

make more sales at low cost 

—the line rate is $3.60, with 
contracts as low as $2.80. 
Ask us for complete informa- 
tion now. 

1,389,848 
ABC Publishers’ Statements 

of June 30, 1950 

Our Sunpay Visitor 

~ Resister Unit 

REPRESENTATIVE ADVERTISING 

C. D. Bertolet & Co., Inc. 

30 N. Dearborn St., Chicago 2, Ill. 

‘Food Topics’ 

Issues Survey 

of Food Field 
Increased Promotion 
Credited for Keeping 

Grocery Store Sales Up 

| New York, Oct. 17—Food Topics, 

in its Oct. 2 issue, has published a 

| comprehensive survey of trends in 
| the food industry, with data on 
| dollars spent by the public in gro- 

cery-combination stores and all 
other food outlets. 

The analysis also contains com- 

parable figures for 1947, 1948 and 

1949, and gives detailed break- 

downs showing which new grocery 
store departments are taking hold, 
which old departments are slip- 
ping, and what opportunities are 
being neglected in the food in- 
dustry. 

Some of the trends revealed in 
the survey: 

# A smaller per capita food con- 
sumption was recorded last year, 
which Food Topics attributes in 
part to the slight recession in the 
early part of the year. 

There was a sharp decline in 
sales of shortening compounds, re- 
vealing a shift to vegetable short- 
ening. 

Beer sales in food stores showed 
a large gain, despite a drop in the 
over-all market. 

Largest frozen food seller during 
1949 in grocery stores was eviscer- 
ated, quick-frozen poultry. 

Prepared mixes, dry yeast and 
virtually all frozen foods were 
among the items showing the 
largest percentage gains in dollar 

SIGNS FOR FOOTBALL—Joseph L. Abrahamson, president of Abrahamson Motor 
Sales, Chrysler and Plymouth dealer in Hommond, Ind., signs for play-by-play 

broadcast of all Purdue University football games for the season on WJOB, Ham- 
mond. At the left is Al Halus, the station’s commercial manager, and at right, 

Sam Abrahamson, vice-president of the dealer organization. 

sales in food stores last year. 
Food Topics interprets these 

sales trends as further evidence 
that housewives are trying to cut 
down the time spent in the kitch- 
en. 

s Despite the lower per capita 
food consumption last year, the 
survey found that grocery-com- 

bination stores were hurt least 
of all by the recession, and Food 
Topics attributed this to increased 
promotional activity on the part 
of such stores. 

Food Topics describes grocery- 
combination stores as “straight 
grocery outlets, plus stores hand- 
ling fresh meat as well as a full 
line of dry groceries.” 

Quoting from figures compiled 
by A. C. Nielsen Co., the survey 
showed that: 
From 1946 to 1949 retail grocers 

increased their advertising by 32%. 
From 1947 to 1949, retail grocers 

Ist in FOOD 

Ist 

Ist 

Ist 

ADVERTISING 
LEADERSHIP 

The Oakland Tribune led all Oakland and 

San Francisco newspapers in 6 major ad- 
vertising fields during 1949. 

RETAIL 

NATIONAL 

AUTOMOTIVE 

increased their displays of mer- 
chandise by 40%, and their dis- 
plays of advertising materials by 
199%. 
From 1948 to 1949, retail grocers 

increased their inventories of ma- 
jor advertised brands by more than 
4%. 

as “To these developments,” the 
survey continued, “must be added 

the fact that many food merchants 
last year installed complete self- 
service meat departments, and a 

goodly number also set up self- 

service produce departments. Sev- 
eral hundred grocers moved into 
shopping centers offering ample 
parking space, and thousands more 

enlarged their stores in order to 

provide a_ greater variety of 
goods.” 

Other economic developments 

that helped grocery-combination 
stores last year were: 

1. The birth rate began to climb 
once again, resulting in increased 

sales of baby food and infant cere- 
al, while sales of most other canned 
goods and breakfast cereals fell 
off. 

2. There was an increase in the 
number of families, or housekeep- 
ing units, which meant more meals 
prepared and served at home. 

ws 3. There also was an increase in| 
the number of married women 

taking jobs. Coupled with the mil- 

lions living doubled-up because of 

housing shortages, this fact led| 
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to a sharp spurt in sales of smal] 
size canned goods. 

4. There was a 7.2% decline ip 
food volume in 1949 by eating 
and drinking places. This up. 

doubtedly was caused by the re. 
cession; what the restaurants lost 
the food stores gained. 

Other food channels, and the 
percentage decline in food digs. 

tributed through them, are: Gro. 

cery-combination stores, 0.37%; 
specialty food stores (bakeries 
delicatessens, fruit markets, etc.) 
3.93%; government and military, 

0.27%; all others (hospitals, in. 

stitutions, and sales by mail order 

houses, department stores, etc.) 

2.12%; farm home consumption, 
15% (largely because of decline 

in prices). 
The survey shows that the per- 

centage of the consumer’s food 
dollar being spent in grocery-com- 
bination stores has _ increased 
steadily since 1947, while specialty 
food stores have shown a decline 
from 1948, and today account for 
only one-half the percentage of 
sales they did 20 years ago. 

Three reasons given in the sur- 

vey for this loss of business by 
specialty food stores were: (1) 
Growth of one-stop shopping in 
supermarkets; (2) increased use 
of self-service; and (3) greater 
availability of the special services 
once offered only by specialty 
stores. 

Shuron Optical Reenters 
National Consumer Field 

Shuron Optical Co., Geneva, N. 
Y., will resume national consumer 
advertising after a lapse of four 
years, with its first insertion 
scheduled for The Saturday Eve- 
ning Post, Nov. 4. 

Copy consists of two separated 
single columns on one page, one 
addressed to women, the other to 
men, on the theme that “Eye care 
can be beauty care, too.” Pictures 
feature Shuron’s “Browline” frame, 
Charlies L. Rumrill & Co., Roches- 
ter, N. Y., is the Shuron agency. 

Meat Institute Elects 
H. H. Corey, president of George 

A. Hormel & Co., has been elected 
chairman of the American Meat 
Institute. Wesley Hardenbergh and 
Harold Meyer have been reelected 
president and treasurer, respec- 
tively. O. R. Stone has been elected 
secretary and assistant treasurer. 
John F. Krey, president of Krey 

| Packing Co., and Cornelius C., 
| Nobel, president, Nobel Indepen- 
| dent Meat Co., Madera, Cal., have 
| been elected vice-chairmen. 

America’s finest 
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Advertiving Age, October 23, 1950 

CBS welcomes Tele-tone 

-the first set manufacturer to 

‘et now—or should I wait? 

Cape 
bee ew teh RT 

bring you Color Television 

Last Wedecedey the Federal Communications Commusoa. ecting in 

the imterest of the public, authorized the CBS system for commercial 

color televimon brosdcastang Sunce thea there bas been confusion 

in the minds of many people about color television. 

On Sunday | went on the air to try and give answers’ to questions 

like: What docs the CBS color system do to my present television set? 

When can | get color television programs? Should I buy a television 

Now=one short week sfter the Commission's decision —one of 
America’s progressive and responsible television set manufacturers har 

come up with another epecitc end practical method to provide the 
public constructive answers to these questions. 

TELEVISION FIRST—Full-page ads in newspapers in nine of the 
major video cities last week announced Tele-tone Corp.'s deci- 
sion to get into color TV. The New York manufacturer promised 
deliveries on a package converter by Jan. 

Here’s how you can have 

COLOR 
TELEVISION 

with Tele-tone “Tele-color” 

IMPORTANT NEWS FOR AMERICA’S EIGHT MILLION TV SET OWNERS 

tere 

pas te bey 6 Tiesone 

edery the publ: 9 cont ssed abew! voter tele ama But thee’ ne seed 

yen owns Tlotene oe df youve ordned  Teletne or d yew 

AND THE TWO MILLION PLANNING TO BUY TY SETS! 
Aad won't be expensive! biewn be oie -a 

Whet dees this meee te row? 
‘ Dew’ weary! vor mein 9 sate! Yon ae be caer oh year Tempe 

‘The effect of his method is to say: You can have color television in ‘Dincane an. Fess’ Depend’ Lew con? own othe ye bey mam, memey sey pent 
Right this mimote, Tim Cope © pms > Nw will ge cater erreian tat 

your home in less than three months. (eam preteen of 0 pockige comserner called teh it 3. You wl gt cater evita the leven pie et 
: fering you ens. COL08 cwcpnm se amy Tetane Toh rien wt = pot 

his as reenter 
Vf you are interested im television, | urge you to read his clear Deliveries start Janwery bet! b-boy) Bh mme pay ethene onan 
»pecihc anpouncement on tbe opposite page. (700 weet tay, bing you be he tw get enter wth So wy a ree proms’ Fine car thine wil he your sary seh. ot 

wt ‘eery lew coat woth she saan Tate sae ont you com ome oo bay end! 

‘Whats “Rinehart? Wis «the compet me hat be oe ony OW. Ceeee 

StnSy  raesivent =e i cme THE TELE-TOME RADIO CORPORATION 

The Columbia Broadcasting System 

~ Tele-lone tops in TV! 

1. The same papers 

carried an adjacent page ad placed by Columbia Broadcasting 

System “welcoming” 
bring you color television.” Moore & Hamm is the agency for 
Tele-tone; McCann-Erickson services the CBS account. 

Tele-tone as the “first set manufacturer to 

Nielsen TV Reports 

Now Are Based 100% 

on Audimeter Data 
Cuicaco, Oct. 19—Beginning 

with the September National Niel- 

yeorge 
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lected 
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sen Television Index report, just 

released, all Nielsen reports on TV 
viewing will be based exclusively 

on data compiled from the com- 

pany’s electronic Audimeters. 

Since March, when the Nielsen 
organization took over national ra- 
dio and TV rating services of C. E. 
Hooper Inc. (AA, March 6), part 
of the listenership data has been 
based on information from coin- 
cidental phone calls. 
The delay in switching over to 

100% Audimeter measurement re- 
sulted from problems involved in 
installing the new-type Audi- 
meters in sample homes. 

8 The all-electronic measurements 
are expected to speed up delivery 
of national video reports. A one- 
week improvement in delivery time 
was achieved for the September 
report, and Nielsen promises that 

subsequent reports will be de- 
livered from two to three weeks 
earlier than they were previously. 

In addition, the A. C. Nielsen 
Co.’s national video ratings now 
are projectable with accuracy, 
ie, the percentage of sample 
homes viewing a television show 
may be applied to the total num- 
ber of TV homes to determine the 
total audience. 

This formerly was not possible, 
because while the Audimeters 
were used to determine TV audi- 
ence figures, coincidental phone 

calls had to be used to determine 

how the total audience was divided 
among the various programs. 

a The Nielsen radio sample con- 
sists of about 1,500 homes. The TV 
sample includes about 350 homes. 
Both samples are selected to cover 
both urban and rural homes and 
telephone and* non-telephone 
homes. 

As a result, the new 100% Audi- 
meter ratings now permit direct 

comparisons between radio and TV 
ratings. 

A. C. Nielsen Co. also has 
doubled the frequency of its TV 
network reports. They now will be 
distributed twice monthly, with 

each report based on two weeks 

of sampling. Individual week rat- 

ings will be available for most 
shows. 

Hooperecorder Will 

Provide Immediate 

Rating Information 
New York, Oct. 19—C. E. Hoop- 

er Inc. this week unveiled its new 
electro-mechanical audience meas- 
urement system and announced 
tentative plans for an instantane- 

ous radio and television rating 
service to start in New York and 
Los Angeles within the next six 
months. 

These automatic Hooperatings 
will be provided by a mech- 
anism operated on leased tele- 
phone wires. Tuning switches at- 

tached to each radio and TV set 
in selected homes will indicate 
what station — if any — is turned 
on by each receiver and relay that 
information, by way of a central 
telephone office, to the Hooper 

National Nielsen-Ratings of Top TV Shows 
Two-Week Period Ended Sept. 9, 1950 

All tigures copyright by A. C. Nielsen Co. 
Total Homes Reached Program Popularity* 

Homes Homes 
Rank Program (000) | Rank Program (%) 
1 Toast of the Town (CBS, Lincoln- 1 Fireside Theater (NBC, P&G) .... 44.6 

"FEA aaa 2,491, 2 Martin Kane (NBC, U. S. 
2 Fireside Theater (NBC, P&G) ..... 2,449 eer 42.1 
3 Martin Kane (NBC, U. S. 3 Toast of the Town (CBS, Lincoln- 

tee SE 2,415 SEED bii.co'ce bcanerdsececes 41.5 
4 Original Amateur Hour (NBC, 4 Your Show of Shows (NBC, 
Parr 2,360 Ec ndvcdneneniaess 39.1 

5 Ford Star Revue (NBC) ........... 2,207, 5 by Show Ss Shows (NBC, ns 
6 Stop the Music (ABC, Lorillard) .. 2,176 MOWETOD) oovensnccscrssssece ’ 
7 Your Show of Shows (NBC, 6 Jack Carter Show (NBC, 

I nib oak oie 0s 0640 « 35.6 
ED 5h we b08 db bocce case 2,165| 7 Your Show of Shows (NBC, 

8 Kraft TV Theater (NBC) ........ 2,040 OS Vp eit pala ae 34.7 
9 Your Show of Shows (NBC, 8 Lights Out (NBC, Admiral) ........ 34.3 
ll Pree 1,967| 9 Toni Twin Time (CBS) ........... 33.3 

10 Toni Twin Time (CBS) ........... 1,902 10 Original Amateur Hour (NBC, 
— - DEED «wit 60600060060 0000% 32.9 

*Per cent of TV homes reached in those cities where the program was telecast. 

office. 
In the Hooper office the infor- 

mation will be picked up by a re- 
corder and tabulated on moving 
tape. Tabulations will cover five- 
minute intervals. 

es An area probability sample will 
be used to select the homes used 
in the measurement. Mr. Hooper 
pointed out that these ratings — 
unlike those now provided by his 
company which sold the industry 
on the telephone coincidental tech- 
nique — will not be confined to 
telephone homes. Set owners will 
be offered free set servicing as an 
inducement to participate in the 
panel. 

Instantaneous ratings on the 
preceding night’s programs will be 
ready next morning as a routine 
procedure; if clients request faster 

service, Hooper can tell them how 
a particular program is doing dur- 
ing a show or immediately after 
it goes off the air. 

If sold to video only, this serv- 

ice will cost each New York sta- 
tion approximately $1,750 per 
month. If put into effect for AM 
and TV, it will cost each station 
approximately $1,500 monthly. 

Mr. Hooper said the first use 
of his Hooperecorder service prob- 
ably will be in Los Angeles, where 
it may be employed as a measure- 

ment for TV only. 

s In addition to the ratings and 
sets-in-use figures inherent in this 
automatically supplied data, Mr. 
Hooper said the service will in- 
clude frequency of listening, du- 
plication of sets, composition of 

family, cumulative weekly audi- 
ence to daily programs, audience 
to commercials vs. entertainment 
portion of show, etc. 

Hooper this month started a 12- 

city (two-state) network TV re- 

port. He also has announced plans 
for additional regional TV cover- 
age starting March 1, 1951. This 

is the earliest possible time for 
such expansion under the terms 

of Mr. Hooper’s contract with A. C. 
Nielsen Co., which eight months 
ago purchased the Hooper national 
network and Pacific regional radio 

and TV rating services. 

Named Detroit BBDO Head 
Robert E. Anderson, for ten 

years an executive of Batten, Bar- 
ton, Durstine & Osborn, Buffalo, 
has been appointed manager of the 
BBDO Detroit office and account 
executive in charge of the De Soto 
Division, Chrysler Corp., account. 
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Lawsuits, Speeches Add Confusion 

to Roaring Battle over TV Color 
» (Continued from Page 1) 

no official announcement. 
Donald W. Thornburgh, presi- 

dent of WCAU-TV, Philadelphia, 
promised that the station will be-| 
gin color transmission “as soon as | 

it is made available to us.” Definite | 
announcement, he said, will have | 
to wait for network schedules and 

sets for demonstration purposes. 
The Twin City stations, KSTP- 

TV and WTCN-TYV, estimate a cost 
of $100,000 each to change to color 

television. Neither station has 
brought its b&w TV department 
out of the red, both station mana- 
gers said at a conference of dis- 
tributors and station representa- 
tives following the CBS color an- 

nouncement by FCC. 

= CBS declined to say what sta- 
tions, outside of its New York and 
Washington outlets, have evidenced 
an interest in carrying color pro- 
grams. Several advertisers—Tin- 
tair, General Foods, Lever Bros., 
Chesterfield, among them—report- 
edly are competing for the role of 
the first color TV sponsor. At the 
outset the network plans to carry 
20 hours of color programs weekly. 

To whet the appetite of Mr. and 

Mrs. America CBS hopes to install 
receivers in as many strategic 
public places as possible. Special 

showings will be held for advertis- 
ers, agencies, technicians and the 

press. Remington Rand will dem- 
onstrate its color TV equipment 
designed for industrial uses Oct. 23 
at the National Business Show at 
Grand Central Palace. 

s Despite the vigorous opposition 
of the Radio-Television Manufac- 

turers Assn., which is planning a 
campaign to acquaint the public 
with what it considers the real 
facts in the dispute, color TV this 
week picked up a number of new 
proponents in the manufacturing 
industry. 

At mid-week Tele-tone Corp. 
ran full page ads in nine cities 
telling TV set owners they could 
buy Tele-color—a package con- 

verter—by Jan. 1. The same news- 

papers carried CBS ads welcoming 
the company as the “first set 

manufacturer to bring you color 

television.” 
Muntz TV said it will have a 

color companion set—usable only 
when attached to a Muntz b&w set 
—ready by Christmas. The man- 
ufacturer will start advertising 

these sets via newspapers and ra- 
dio spots in major TV markets 
Oct. 23. 

Television Equipment Corp., 
New York, and Belmont Radio 
Corp., a division of Raytheon Mfg. 
Co., Chicago, announced plans to 
make color adapters and con- 
verters. 

w The Radio-Television Manufac- 

turers Assn.’s educational program 
for television will be coordinated 

by a special committee headed by 

James H. Carmine, executive vice- 
president of Philco Corp. (This 
manufacturer, meanwhile, is be- 

ing diligently wooed by CBS.) 

The group’s assignment is “to 
reassure the public that in the 

opinion of the best informed men 
in the industry black and white 
telecasting will continue for years 
to come, and that TV sets may be 
bought with confidence that they 

| “model” 

will receive the most popular tele- 
vision programs.” 

This advertising-promotion cam- | 
paign—set to get under way as soon | 
as possible—is being handled by 
Selvage & Lee. Radio, TV and 

newspapers probably will be used 

in the drive. 
The color TV opposition already | 

has been heard from in printed ad- 

welcomed Tele-tone as the first 
color set maker—Pilot ran 1,000- 
line and full page ads, stating: 

“Pilot wants to give you color tel- 
evision but not as a ‘flying sau- 

cer’.” To illustrate its point, the 

company ran an illustration of a 

set to demonstrate the 

size disc necessary to convert a 
19” receiver to color. 

es Annoyance of manufacturers, 

many of whom are already seeing 

red at the mere mention. of the 

word color because of what front 
page publicity on the subject has 
done to their set sales, hit a new 

peak Sunday night following a 
radio talk by Frank Stanton, presi- 

dent of CBS. 

Mr. Stanton, apparently irri- 
tated by the disparaging comments 
set makers had been making about 

the CBS color system, told the 
radio audience: 

“If you wait (to buy a TV set, 
that is) for, say, six months, you 
may save some money, and you 

will have a self-contained set with 

built-in compatibility and built-in 
color. On the other hand, if you 

buy ‘an ordinary black-and-white 
set now, you will be able to enjoy 
the black-and-white programs be- 
ing broadcast. But, if you do buy 
such a set, buy only from a manu- 

facturer who will give you positive 

assurance that there will soon be 
adapters and converters which will 
enable you to get color.” 

@ The Radio-Television Manufac- 
turers Assn. asked for and re- 
ceived time to present a rebuttal 
to Mr. Stanton’s speech. Robert C. 

Sprague, president of the associa- 
tion, will present the manufactur- 
ers’ case to CBS listeners Oct. 21. 

Both Philco and RCA sent let- 
ters to their distributors on Oct. 16, 

explaining their positions on color 
TV. William Balderson, president 
of Philco, pointed out that “color 

television has not arrived” and that 
confusion and misinformation have 

resulted from exaggerated publici- 

ty. Color TV is at least two years 
away, he said. 

Walter A. ‘Buck, vice-president 

and general manager of RCA Vic- 

tor, wrote: “We believe that the 

public needs reassurance by word 

of mouth, by letter and by adver- 
tising...” 

# In Washington the commission’s 
hearing on the use of ultra high fre- 
quencies to provide more TV sta- 
tions throughout the country will 
continue next week—and probably 
for several weeks to come. Tele- 
vision Broadcasters Assn. has asked 
that the entire ultra high fre- 

quency band of 72 new channels 

be added to the present channels 
available in the very high fre- 

quencies. The commission has pro- 

posed that 42 UHF channels be 

used for video. 
There has been some speculation 

in Washington that, should the 
courts upset the commission’s rul- 

ing on color, it might delay the 

lifting of the freeze on station con- 

struction indefinitely. The FCC po- 
sition has been that the number of 
television channels should not be 
increased until color telecasting 

standards have been set for the 
country. 

In Washington, Sen. Edwin C. 

Johnson (D., Colo.) accused set 
manufacturers of staging a “sit- 
down strike” against color tele- 
vision. He endorsed the commis- 
sion’s action in giving the green 
light to CBS color TV. 

Dina Migliori Joins Federal 
Dina Migliori, formerly with 

Kenyon & Eckhardt, has joined the 
copy department of Federal Ad- 

vertising. On Oct. 18—the day CBS | vertising Agency, New York. 
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It probably depends on which 

magazine you read what you'll be 

eating for breakfast next month. 

In the Oct. 30 Life, a four-page ad 

by American Meat Institute, Amer- 
ican Dairy Assn., General Foods 

and Quaker Oats makes a pan- 

cakes-with-bacon breakfast look 
mighty appetizing. In the Oct. 28 

Saturday Evening Post, however, 

Armour & Co. and General Mills 
will run two tempting pages ex- 

plaining the deliciousness of waf- 
fles and sausage. 

» - © 

Advertising by Peter Fox Brew- 
ing Co., Chicago, maker of Fox 

DeLuxe beer, is being handled 

temporarily by Carroll Dean Mur- 

phy Inc. This follows resignation 

of the account by Tim Morrow Ad- 
vertising, which worked on the ac- 

count about five months. Morrow 

WHICH ADS 
PULL BEST ?* 

THIS 
ADVERTISEMENT 
was published in The Iowa Bu- 

reau Farmer and featured news style 
teaser head and photo. Ad was 150 
lines and copy was set news style. 
No signature other than a coupon 
was carried. Coupon requested in- 
formation on Chinchilla Ranch of 
Iowa breeding stock. Result was 75 
direct inquiries from which $8500.00 
in business has been developed. 

*Ads in the Iowa Bureau 
Farmer pull and sell because 
this attractive farm maga- 
zine, written about a rich 
farm state is read by farm 
families who can and do buy! 

Write for facts—let sales 
results prove readership. 

was the fifth agency to handle 

Peter Fox in the past three years. 

Murphy was No. 4. Others have 
been H. W. Kastor & Sons, John 
W. Shaw Advertising and Schwim- 

mer & Scott. The latter held the 
account for 12 years until Sep- 
tember, 1947 (and last summer 
handled the Fox DeLuxe White 

| Sox baseball telecasts over WGN- 

TV). The brewer hasn’t decided on 
agency No. 6 yet. 

o a * 

For 15 years, the New York 
Times has given a luncheon for 
Detroit industrialists, Supervising 
the arrangements each year was 
Ben Etter, manager of the Times’ 
Detroit office. A month ago Mr. 

Etter died. 
Last week Julius Ochs Alder, 

general manager of the Times, in 
a letter to the luncheon guest list, 
said in part: “We believe that you 
will agree that it would be in- 
appropriate to have the luncheon 
this year. Instead, the Times is 
making a contribution in Ben 
Etter’s name to Detroit’s charity 

organizations through the United 
Foundation.” 

Champion Asks FCC 

to Reverse Trial 

Examiner's Report 
WASHINGTON, Oct. 17—The 

Champion Spark Plug Co. today 

urged the Federal Trade Commis- 
sion to reverse a trial examiner’s 

report which found that auto man- 

ufacturers are getting their plugs 

at illegally low prices. 
The firm contended that a com- 

mission order requiring price in- 
creases on plugs sold to automobile 
manufacturers would merely cause 

the auto firms to go into the spark 

plug business. 

Champion contended that the 
proposed order is an attack on 

trade discounts as such, and would 
completely eliminate the “func- 
tional” difference which enables 
wholesalers and distributors to 
operate. 

# It contended that the long-run 

result would be a death sentence 

for thousands of small business 

men who sell to big manufacturers 

in all lines of trade. 

The commission now has before 

it a trial examiner’s report holding 
that Champion sold plugs to auto- 
mobile manufacturers between 

1939 and 1947 for 5¢-7¢, and the 

same plugs to dealers for 22¢- 

27¢. The proposed order holds 

that discounts shall reflect only 
actual cost differences. 

Similar charges are pending 
against Electric Auto-Lite Co. and 

the AC Spark Plug division of 

General Motors. 

‘Shears’ Changes Name 
to ‘Boxboard Containers’ 

Shears, monthly business paper 
of paper box, carton and container 
manufacturing, published by Hay- 
wood Publishing Co., Chicago, has 
changed its name to Boxboard 
Containers, effective with the 
October issue. The new name was 
chosen in an industry-wide con- 
test. 

Principal features of the Octo- 
ber issue include the memory book 
of box making, a century of box 
making in pictures, an almanac of 
significant events and an associa- 
tion panorama. Editorial prepara- 
tion of this issue required one year. 

Agency Incorporates 
A. J. Brassard Advertising, 

Providence, R. I., has been in- 
corporated and will be known as 

IOWA BUREAU FARME 
DES MOINES, IOWA 

pon SS ' 

Brassard Advertising Inc. Alfred 
J. Brassard Jr. is_ president; 
Charles H. Doebler, vice-president 
and treasurer, and James P. Elder, 

CITIES, NUMBER 
of SETS PER CITY 

Less than 10,000 
Albuquerque, Nashville 
10,000 to 20,000 
Ames, Bloomington, 
Davenport-Rock Island, 
Jacksonville, Phoenix 
20,000 to 35,000 

TOTAL 
STATIONS 

Binghamton, Birmingham, 
Charlotte, Greensboro, 
Huntington, Johnstown, Lansing, 
New Orleans, Norfolk, 
Salt Lake City, San 
Pe “i Rees 
35,000 to 50,000 

. Erie, Grand Rapids, 
Houston, Kalamazoo, 
Louisville, Memphis, 
Miami, Oklahoma City, 
Omaha, Richmond, 
Rochester, Seattle, 
Tulsa, Wilmington 
50,000 to 75,000 
Atlanta, Kansas City, 
Lancaster, San Diego, 
Syracuse, Toledo 
75,000 to 100,000 
Columbus, Dallas-Fort Worth, 
Indianapolis, Providence, San 
Francisco, Schenectady 
100,000 to 150,000 
Buffalo, Dayton, 
Milwaukee, Minneapolis- 
St. Paul, New Haven, 

C) 000 
Cincinnati, St. Louis, 
. EPP 
200,000 to 300,000 
Baltimore, Cleveland 

Range 
$150-$ 200 

150- 

250- 

265- 

250- 

375- 

425- 

400- 

800 (each) 

700- 

Time Costs on 107 TV Stations 
Peter B. James, TV manager of Weed & Co., ra- 

dio-TV station representative, completed the analy- 
sis below of time costs on TV outlets now operating 
in the U. S. Cost data were obtained from rate 
cards; set estimates came from various sources 

Avg. Range 
$ 175 $ 90-$ 120 

191.66 90- 150 

250 

240 

500 225- 

550 

637.50 

225- 330 

270- 382.50 

480 (each) 

360- 450 

766.66 420- 540 

777.27 300- 600 

774.43 480- 

750 

(chiefly station estimates). He points out that the 
is a trend toward differentiating between charg 
for one-minute, 20-30 second and 8-10 second spot 
and that hour and half-hour rates tend to y. 
more in a city after sets exceed 200,000. 

HALF HOUR 

1,500 062.85 350- 
ring rates for ‘‘one-minute’’ only, rather than ‘‘one-minute 
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ONE MINUTE 
OR LESS* 

A A 
$105 $12 °$30 $20 

115 22- 35 

132 24- 45 35.21 

49.41 

100 

100 

120 

160 

125 (each) 

150 (each) 

90- 200 

405 

460 

468.18 145 

458.33 

Hard-Selling Period 

Next Spring: Weiss 
New York, Oct. 17—E. B. 

Weiss, director of merchandising 
for Grey Advertising Agency, ex- 

pects the American economy to 
experience a deflationary down- 
turn between now and next spring. 

Speaking at an American Mar- 
keting Assn. retail distribution 

group luncheon today, Mr. Weiss 
predicted that fewer units of mer- 
chandise will be moved in the 
spring of ’51 and industry “will 
have to work darn hard to move 
them.” He said dollar volume at 
that time will not exceed that for 
the same period last year. 

“Selling must not take a holi- 
day,” he warned. “Advertising and 

promotion pressures will be re- 

quired in the same degree they 

were in the spring of 1950. We 
will have to increase selling pres- 

sures to move a reduced number of 
units.” 

ae Mr. Weiss said many things 
could happen before next spring 

to turn inflation into a deflation 
of “uncertain length which would 

have varying impacts on differ- 

ent industries.” As examples, he 

cited the possibility of price, wage 
and inventory controls, and price 
roll-backs. 

Mr. Weiss said inflation is “by 
no means a one-way street. An 

inflationary trend has its ups and 

downs. And those who forget this 
may be caught in the ‘downs.’ ” 

“Look what we have in the 
middle of our present inflation,” 

he said, citing reports of food sales 

falling off, car sales down, liquor 
in a downtrend, sugar sales below 

last year, and a “serious leveling- 
off” in home furnishings sales. 

Portland Bank Names Lonie 
D. Donal Lonie Jr., formerly 

editor of the North Lincoln News 
Guard, Delake, Ore., has been 
named assistant to Warren C. Ka- 
ley, vice-president and advertising 
director of the First National Bank, 
Portland, Ore. 

Industrial Editors Elect 

Betty Amos, editor of “Canada 
Wire News” for Canada Wire & 
Cable Co., Leaside, Ont., has been 
elected president of the Ontario 
chapter of Canadian Industrial 

secretary. Editors Assn. 

Beckjorden Joins LeQuatte 
Herald Beckjorden, a former 

vice-president of the American As- 
sociation of Advertising Agencies, 
has joined H. B. LeQuatte Inc., 
New York, as vice-president, ac- 
count executive and supervisor of 
radio and television operations. 

Appoints Stabelteldt 
Bruce K. Stabelfeldt, formerly 

advertising manager of Black- 
hawk Mfg. Co., Milwaukee, has 
joined Edward Valves Inc., East 
Chicago, Ind. He will be assistant 
to the vice-president in charge of 
advertising and sales promotion. 

Claire Joins Shaw-Schump 
Don Claire, formerly with Har- 

old Walter Clark Inc., Denver, has 
joined Shaw-Schump Advertising 
Agency, Denver. 

Stokes Launches Campaign 
Stokes Canning Co., Denver§ 

maker of chile con carne, is usi 
newspapers in western sta 
pushing its “Quick Meal Food 
theme. The drive also i 

Walter Clark Inc., Denver, is 
agency. 

Moves New York Office 
The New York office of Bru 

Publishing Co., Milwaukee, will 
located in the _ Transportatio 
Bldg., 225 Broadway, effectiv 
Nov. 1. 

Ansley Appoints Newman 
Seymour D. Newman, former! 

with Starrett Television Corp., h 
been appointed national sales man- 
ager of Ansley Radio & Television, 
New York. 

ARTISTS - DESIGNERS 

PHOTO ENGRAVERS 

COLOR PROCESS PLATES 

ELECTROTYPERS 

LEAD MOLD - VINYLITE 

PLASTIC MOLD PROCESS 

PRE-MADE READY PLATES 

BLOMGREN BROS. & CO. 
CHICAGO 5, 

Telephone HArrison 7-4020 - 4021 - 4022 
626-638 FEDERAL ST. ILL. 
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q Along the Media Path 

e The Oct. 11 issue of the New has been restyled, that departments 

York World-Telegram & Sun—} 

with 80 pages of news and ad-| 

yertising—was the heaviest regu-| 

lar edition of a paper ever pub-| 

lished in New York, according to| 
Richard A. Murray, advertising 

director. 

Columbus Day this year fell on 

Thursday, when many stores cus- 

tomarily are open in the evening 

and do a heavy volume of business. 

The most important factor in pro- 
ducing the abnormal-size issue was 

the local stores’ anticipation of 

record Columbus Day business. 

Mr. Murray said that the Oct. 11 
jssue established three single-issue 

records for ad volume in the New 

York weekday field: (1) Total 

advertising published was 141,589 

lines, or more than 470 columns; 

(2) department store advertising 
totaled 73,305 lines; (3) total re- 

tail linage (other than department 
store copy) was 48,992 lines. 

In addition, there were 16,118 

lines of general and automotive 

advertising and 3,174 lines of 
classified ads. ‘ 

e This month, Scholastic Maga- 
zines are celebrating the 30th an- 
niversary of their founding. The 

publications were started in 1920, 
with a circulation of 3,000. This 

fall, circulation is running between 

800,000 and 900,000 weekly. 

e The New York Herald Tribune 
has published a 12-page booklet 

with charts, statistics and other 

data supporting its contention that 
the morning newspapers in New 
York have “continued to grow in 

advertising linage” and that the 

trend “has accelerated since Janu- 
ary, 1950.” 

e Automotive Digest has issued a 
new portfolio of data on its sub- 
scribers, highlighting the results 
of a survey by Dun & Bradstreet. 
The study was conducted to de- 
termine the number of readers of 
the publication who perform each 
of some 25 different auto service 
operations in their shops. 

| @ Industrial Equipment News is 

distributing a folder outlining the 
“IEN Plan” for finding active, 
worth while plants, selecting the 

men who specify and buy, attract- 

ing their interest, and placing a 

sales story before them at a time 
when they are interested. 

@ Apparel advertising linage in 
the November issue of Sport is up 
43% over the linage in the cor- 
responding issue last year. 

e The October, 1950, issue of 
Northwest Banker, Des Moines, 
carried the largest advertising vol- 

ume in the publication’s history, 

representing the largest number 
of advertisers in a single issue. The 
number of net paid subscribers to 
the issue also set a new record. 

@ A Philadelphia housewife who 
visited the Philadelphia Inquirer 
classified ad office to place a used 
car ad early this month went home 

with a new 16” RCA television set. 
Seems the lucky lady placed the 
1,000,000th. classified ad carried 
by the Inquirer this year. 

© Total circulation of the August 
issue of Charm was 680,000, high- 
est figure reached by the maga- 
zine in its ten-year history. It was 
the first issue published under 
Charm’s new editorial policy. 

® Practical Home Economics has 
mailed an announcement to ad- 
vertisers and agencies promising 
that the publication will not raise 

have been expanded, that 2,000 
extra copies now are being rotated 

monthly among non-subscribers, 
and that the publication is enjoy- 
ing the highest renewal percentage 

in history. 

Sears Christmas Catalog Out 
The largest Christmas catalog 

ever issued by Sears, Roebuck & 
Co. is now being distributed to the 
company’s customers. The new 
360-page book lists more than 15,- 
000 gift items and represents a 
60-page increase over last year. 
Among the items featured in the 
toy section, which takes the larg- 
est number of pages—68—are an 
electric organ only 6%” high; a 
movie projector and screen unit 
built into the same cabinet, and an 
electronic doll that sings, talks 
and laughs. 

KDAL PARADE—Station KDAL, Duluth, promoted CBS’ “The Stars Address’ slogan 
in the annual Duluth fall festival parade with this 8’ star, the station’s sound truck 

and eight other stars featuring CBS personalities. 

} 

Demarest Joins Ko-Z-Aire 
Richard T. Demarest, formerly 

market analyst and assistant sales 
manager for the furnace division 
of Morrison Steel Products, Buf- 
falo, has joined Ko-Z-Aire Inc., 
Red Oak, Ia., manufacturer of 
warm air heating equipment, in 
the newly created post of assist- 
ant sales manager. 

Appoints Gritfith-McCarthy 
The Greater Tampa Chamber of 

Commerce, Tampa, Fla., has ap- 
pointed Griffith-McCarthy Inc., | 
St. Petersburg, as its agency. Plans | 
call for the expenditure of $45,000 | 
to tell the story of Tampa and the 
Florida West Coast in more than 

73 

Forms New Boston Agency 
John T. Burke, formerly vice- 

president of Chambers & Wiswell, 
Boston agency, has organized 
Burke Advertising Associates at 
420 Boylston St., Boston. Among 
the accounts to be represented by 
the new agency are R. G. Sullivan 
Inc., Manchester, N. H., manu- 
facturer of 7-20-4 and Dexter 
cigars; Davidson Rubber Co.; and 
Lawrence Broadcasting Co. 

Eddy Joins Botsford 
Rosamond Eddy, formerly at 

| Saks Fifth Avenue in fashion coor- 
dination and publicity, has joined 
the New York office of Bots- 
ford, Constantine & Gardner, in 
charge of client publicity and pub- 
lic relations. 

THE LETTER SHOP, Inc. 

431 S. Dearborn St., Chicago 5.1 linois 50 newspapers and several maga- 
zines. 

its rates, despite the fact that it 

People were buying 
the product like this... 

Panel findings 

revealed why and 

showed how 

new sales approach 

could persuade 

them to buy like this... 

2 42 PKGS 
= 1% PKGS ) : 

INFREQUENT PURCHASER AVERAGE PURCHASER 

PRIME PURCHASER PRIME PURCHASER 

RESULT: immediate sales increases 

The J. Walter Thompson Company 
Consumer Panel showed that, in one 
year, 75% of all U. S. families bought 

the firm’s products. 

Resistance of the remaining 25% was 
high enough to indicate that 75% was 
virtual market saturation. But further 

Panel study revealed another vital fact: 
whereas a large percentage of established 
customer families were buying only 414 

packages a year, some customers bought 

16 packages a year. 

A shift in promotion strategy was 
clearly indicated. New campaigns fea- 
tured new uses for the product. These 

paid off in immediate sales increases. 

Information like this comes directly from 
the reports of the J. Walter Thompson 
Consumer Panel. These reports are from 
across section of families throughout the 
entire U.S.A.; they are daily consumer 

purchase records. They not only suggest 
answers to known marketing problems 

. . . they continuously reveal new prob- 

lems and opportunities as they occur. 

Specifically, Panel findings answer... 
Who is buying? What Brands? Why? How 
much? When? and Where? But the Panel 
is not a One-time survey. Its answers are 

like a continuous motion picture of the 
consumer market. The picture can be 
slowed up or “stopped” at any point for 

detailed study. Trends can be charted and 
the market position of each competitor 

can be gauged. Who is gaining . . . who 
is losing. 

The J. Walter Thompson Panel has 
proved its reliability as an index of buying 
habits of the entire country. Reports 
include day-by-day written records of 
every purchase in the product classes 

studied. Because its reports give a market 
picture obtainable in no other way it is a 
picture that your competitors may see, 

too late. 
It is only one of the many services 

available to JWT clients. We shall be glad 
to give more detailed explanations to 
interested executives. J. Walter Thompson 
Company, 420 Lexington Avenue, New 

York 17, N. Y. Twenty-two other offices 

in strategic cities around the world. 

THE JWT CONSUMER PANEL 

offers these unique advantages 

1, The base is a representative cross- 

section of the whole United States, 

covering all family types and all market- 

ing areas. Regional, income and age 

groups can be studied individually. 

2. The monthly reports from these fam- 
ilies are based not on opinion, not on 

memory ... but on actual purchases 

recorded in a daily diary. 

3. Every purchase (of the products 

under study) is put down, and the place 

of purchase shown .. . including major 

chains, syndicate stores, house-to- 

house, co-operatives, etc. 

4. Reports also show purchases of com- 
petitive products, relative importance 
of product uses, degree of brand /oyalty. 

5. Because the results are a continuous 
record of the buying habits of the same 

families, they can be analyzed as case 

histories . . . which mirror accurately 
the facts on repeat sales, results from 

deals and premiums, etc. 
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Fruit 

Juices 

In St. Paul 

In the St. Paul market the pri- 

mary demand for three of the 

major fruit juice classifications 

during the past four years was as 

follows: 

Per cent of Families Using 

Blended 

Grapefruit Orange Orange & 
Juice Juice Grapefruit 

1950... 45.8% 445% 348% 

1949. 45.9 40.3 37.9 

1948. 48.3 37.9 33.6 

1947. 42.8 34.2 28.4 

As far as the brand preference 

in each of these classifications is 

concerned, the same brand leads 

in each and has held the leader- 

ship for the past four years. How- 

ever, its lead over this period has 

been significantly cut, and the 

brand in second place has shown 

a significant increase. 

As a typical example let us see 

what happened to family brand 

preference in the orange juice 

classification. 

1950 1949 1948 1947 
Brand A 20.4% 22.4% 24.8% 26.2%, 
BrandB 145 143 125 95 

To round out the picture it is 

noteworthy to mention that the 

brand which appeared third in 

consumer preference with 8.5% 

in 1950 has never shown above 

one per cent family preference in 

the three previous years. 

It is measurement of this kind 

that keeps the advertiser well 

abreast with the local situation 

in the St. Paul Market. 

This classification is only one 

of the 150 classifications studied 

in the 1950 Consumer Analysis 

of the St. Paul Market. These 

classifications cover brand pref- 

erence for foods, soaps, toiletries, 

beverages, home appliances and 

general consumer buying habits. 

If you are looking for pertinent 

information concerning your 

product in the St. Paul Market, 

send for this research report to- 

day. Write General Advertising 

Department, St. Paul Dispatch- 

Pioneer Press, St. Paul 1, Minne- 

sota, or Ridder-Johns Inc., with 

offices in New York, Chicago, De- 

troit and Minneapolis. 

(ADVERTISEMENT) 

Newsprint Price 

Boost to Start 

the Ball Rolling 
(Continued from Page 1) 

under the all-time high of $112.60 

established in 1920. The record low 
was $40 a ton during the depres- 
sion years. 

Mr. Williams declared that the 
$10 increase “is not justified,” and 
that “there is a limit to the amount 
of money a newspaper can pay out 

and stay in business.” 

s Both Abitibi and Powell River 
gave high production costs as the 

reason for the increases. As pre- 
dicted (AA, Oct. 9), the higher 
newsprint prices have been ex- 
pected, especially in view of the 
Canadian dollar’s continued gain 
in value since it was placed on a 
free exchange basis. 

In addition, newsprint produc- 
tion and consumption figures re- 
veal that the demand is increas- 
ing more rapidly than the supply. 
At the end of September, stocks of 
newsprint on hand and in transit 
amounted to 37 days’ supply for the 
average of all daily newspapers 

reporting to the ANPA. This fig- 
ure is the lowest for Sept. 30 since 
1946. Total estimated newsprint 
consumption in the U. S. for the 
first nine months of 1950 is es- 
timated at 3,314,722 tons, an in- 
crease of 6.7% over the first nine 
months of 1949 and an increase of 
14.3% over the comparable period 
of 1948. 

a Canadian mills produced 45,810 
tons more in the first nine months 
of 1950 than in the corresponding 

period of 1949, which was an in- 
crease of 1.2%. The output in the 
U. S. was 60,180 tons, or 8.8% 
more than in the first nine months 
of 1949, making a total continental 
increase of 105,990 tons, or 2.3% 
more than in the comparable per- 
iod of 1949. This exceeded the total 
of any preceding similar period. 
But the increased consumption— 
considerably greater than the pro- 
duction increases—emphasizes 
what mill representatives point to 
as the basic reason for higher 
prices. 

Rep. Emanuel Celler (D., N. Y.), 

al 

contest’s sponsor; J. G. Hagey, executive 
tisers; Robin C. Cumine, president, Art 

PICK CANADIAN LEADERS—Here’s the jury charged with judging entries in the 
7th 25 Canadian Direct Mail Leaders contest, winners in which will be shown at the 
Oct. 24 meeting of the Advertising & Sales Club of Toronto. Left to right are W. W. 
McGregor, Ronalds Advertising Agency; Lee Trenholm of Provincial Paper Ltd., the 

~ 

vice-president, Assn. of Canadian Adver- 
Directors Club of Toronto; and William 

C. Stannard, president, Canadian Advertising & Sales Federation. 

committee, threatened anti-trust 
action against American mills that 
raise their prices on newsprint, an 
action which he claims is entirely 
unjustified. 

“Newsprint,” Mr. Celler said, “is 
roughly about 50% of the cost of 
newspaper publishing. It was 25% 

of the cost ten years ago and 20% 
of the cost 15 years ago. Last year, 
200 newspapers folded because of 
rising newsprint and labor costs. 

a “Ad rates will skyrocket,” he 
declared, “as a result of this in- 
crease, This will intensify the in- 
flationary trend of consumer 

goods.” He also said that higher 
newsprint prices jeopardize the 
existence of a free press, vital for 
the preservation of democracy. 

So far as AA could learn, the 
price of spot stock, small-lot news- 
print still remains firm at about 
$170 to $175 a ton, f.o.b. mill. 
Supplies are tight. 
Book paper, on the other hand, 

despite price increases (AA, Oct. 
9) is not in as strong demand as it 
was a few weeks ago. The com- 
posite average contract price to- 

day is about $180 a ton. Small lots 
from warehouse, on the average, 

are reported at about $10 to $20 
higher, depending on _ quality, 
quantity, credit and seller’s inven- 
tory. 

Most mill representatives and 
local merchants believe that the 
scare buying of recent months has 

chairman of the House judiciary spent itself, and that more or less 

struction experts. 

confidential. 

WANTED 
4 TOP-NOTCH Point-of-Purchase 

SALESMEN 
By one of the country’s foremost manu- 

facturers of 3-dimensional counter and 
window displays. Men with creative 

selling ability and good following will 

be given preference. Earnings un- 
limited. Salesmen will be backed by a 
versatile creative art staff and con- 

It is our opinion that the type of. 

men we select will be interested only 
in a commission arrangement. 

All replies will be kept strictly 

* 

Box 7731, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

normal demands may be expected 
from now on, unless something un- 
foreseen should develop. 

One mill representative told AA 
that higher paper prices, both in 
newsprint and other types, may at- 
tract “new capital investment into 
the industry which would increase 
productive capacity and in course 
of time bring paper down to ra- 
tional levels.” 

ST. REGIS NET SALES UP, 
PROFIT MORE THAN DOUBLE 
New York, Oct. 19—St. Regis 

Paper Co. reports net sales for the 
nine months ended Sept. 30, 1950, 
of $109,200,097, compared with 
$94,285,462 in the corresponding 
period of 1949. Net income, after 
provision for federal taxes at the 
rate provided for the 1950 tax bill, 
for the nine-month period 
amounted to $7,003,924, against 
$3,284,394 for the like period a 
year ago. 

BAB Incorporated; 

Financing Is Next 
WASHINGTON, Oct. 19—First legal 

steps toward the creation of a 
$1,000,000 sales arm for radio were 
completed today with the organi- 
zation of Broadcast Advertising 

Bureau as a membership corpora- 
tion under the laws of New York 
state. 

Divorcement of Broadcast Ad- 
vertising Bureau from NAB and 
expansion of the sales operation 

was proposed by the association’s 
directors in July. In recent weeks 
the plan has been endorsed at 14 
of NAB’s 17 regional meetings. The 
other three are expected to act 

favorably late this month or early 
next month. 

The new corporation, to be 
known as Broadcast Advertising 
Bureau Inc., will have its princi- 
pal office at 270 Park Ave., New 
York, the present BAB headquar- 
ters. NAB’s BAB committee, under 
Robert D. Swezey, WDSU, New 
Orleans, is serving as a temporary 
board of directors. 

Financial and staff requirements 
will be discussed at a meeting to 
be held here in the near future. 

Medicos Present Rules on 
Sun Lamp Advertisements 

Sun lamp advertising require- 
ments, announced by the Council 
on Physical Medicine and Reha- 
bilitation of the American Medical 
Assn. last week, ban “statements 
that exposure to ultraviolet radia- 
tion increases or improves the tone 
of tissues of the body as a whole, 
stimulates metabolism, acts as a 
tonic, increases mental activity or 
tends to prevent colds.” 

The council said there is no 
justification for claims that ultra- 
violet rays from sun lamps insure 
normal tooth structure, or that the 
vitamin D they produce has all the 
beneficial effects of exposure to 

lcs eA REN ack 
és hae 28 

sunshine. 
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Pittsburgh's Newspaper 
Strike Hits Advertisers 

The strike against Pittsburgh 
three daily newspapers reached 
third week without showing sigy 
of settlement soon. Publishers , 
the Post-Gazette, Press and Sy 
Telegraph demand a written cog 
tract, while striking mailers ay 
holding out for an oral agreemey 

Used car dealers reported thew 
business has reached an alltin 
low, department stores are usiy 
as much radio as possible and q 
tributing radio program listin 
theaters are having to add swite} 
boards to handle extra phone caj 
(three drive-ins have had 
close), and merchants are fearfy 
of delayed and lost sales as th 
peak fall shopping period develoy 

Lido 
* 

at the St. Cloir Hotel 

Artists Guild Club 
for reservations: call 

SUperior 7-3320 
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Newspapers Must 

Cut Ad, Promotion 

Costs: Buckland 
CLEVELAND, Oct. 17—Newspapers 

should investigate the possibility 
wh of reducing advertising and pro- 
i motion department costs, if they 

want to keep publishing costs in 
line with earnings, according to 
A. K. Buckland, comptroller of the 
Montreal Standard. 
Addressing the third annual 

meeting of the Institute of News- 
paper Controllers & Finance Of- 
ficers yesterday, Mr. Buckland 
made several recommendations for 
reducing advertising department 

costs. 

s They included: (1) check indi- 
vidual efforts of each salesman, 
comparing traveling and enter- 
tainment expenses with sales re- 
sults; (2) insure that advertising 
agencies respect ad deadlines; (3) 
if ad material presented for pub- 
lication requires some alterations, 
make sure charges are assessed; 
(4) encourage advertisers to use 
repeat ads whenever possible, and 
retain all layouts, composition 
etc., for future use; (5) review 
mat services periodically ta make 
sure full benefit is being realized 
from them; (6) analyze linage by 
accounts to ascertain the causes 
of decreases, and by types so that 
salesmen can apply their efforts 
in the most profitable fields. 
To reduce promotion department 

costs, Mr. Buckland recommended 
reviewing the services extended to 
clients and comparing their costs 
with the rates and revenue re- 
ceived. Also, reviewing the pub- 
lications where the company’s ads 
run and limiting the placing of ads 
to those whose usefulness has been 
ascertained. 

s Newspapers need more revenue 
and lower costs, Charles M. Hupp, 
general office manager, New York 

Herald Tribune, told the assembled 
controllers and finance officers. 
To increase revenue papers 

must stop selling advertising at 
“unhealthy rates,”’ Mr. Hupp said. 
This type of selling may build 
lines of advertising, but it won’t 
bring in dollars to pay the bills, 
he added. 

Citing an analysis he had made 
of the costs of eight New York 
newspapers, Mr. Hupp said that 
milline rates in the metropolitan 
area have risen only moderately 

since 1940, and have lagged con- 
siderably behind the 90% increase 
in the over-all cost of operations. 
Clark A. Renwick, Detroit Free 

Press, was elected president of the 
institute. Other officers elected 
were: T. F. Mowle, Wall Street 
Journal, 1st vice-president; C. A. 
Weis, St. Louis Globe-Democrat, 
2nd vice-president; F. T. Hodgdon 
Jr., Forest City Publishing Co., 
Cleveland, secretary, and Harold 
Ferguson, Newsday, Hempstead, 
N. Y., treasurer. 

Abuse of Consumer's 

Union Label Denied 

by Doeskin Products 
WaAsHINGTON, Oct. 19—Doeskin 

Products Inc., New York, has de- 
nied that it misused the Consum- 
er’s Union label in advertising 
Sanapak sanitary napkins. 
The company said its tests show- 

ing Sanapak to be the “safest” of 
all brands of sanitary napkins in- 
volved the same type of apparatus 
used by Consumer’s Union. 
The company said further that 

the “Joan Ellis,” described in its 
ads as a “famous New York styl- 
ist,” is a young lady in its employ 
“who, under the name of Joan 
Ellis, has engaged in design, styl- 
ing and public relations work with 
regard to sanitary napkins and has 
become a stylist in that field.” 

Last Minute News Flashes 
Abe Schechter Joins Crowell-Collier 
New York, Oct. 20—A. A. (Abe) Schechter, who recently resigned 

as vice-president in charge of news, special events and press of the 
Mutual Broadcasting System, has joined the executive staff of Crowell- 
Collier Publishing Co. 

Federal Resigns Ayer Cosmetics Account 
New York, Oct. 20—Federal Advertising Agency has resigned the 

Harriet Hubbard Ayer account effective Jan. 1. Officials at Ayer, a 
subsidiary of Lever Bros. Co., said agencies would be invited to pitch 
for the business. 

‘Chemical Industries’ to Be Weekly in January 
New York, Oct. 20—Chemical Industries, McGraw-Hill monthly, 

will become a news weekly.Jan. 20, 1951. Its present circulation of 
10,000 will be increased to a minimum of 18,000 by the end of 1951. Its 
rate card is expected to be revised, W. F. Traendly, publisher, toid 
AA. The publication was bought by McGraw-Hill from the Maclean- 
Hunter Publishing Corp. last July (AA, Aug. 7). 

ABC Separates AM, TV Sales; Other Late News 
e Separating its radio and TV sales departments, American Broad- 
casting Co., New York, has named Fred Thrower, formerly v.p. for 
AM and TV sales, vice-president in charge of television sales for the 
network. Charles T. Ayres, eastern radio sales manager, has been ap- 
pointed director of radio sales for ABC. 

e Kenyon & Eckhardt Inc., New York, has added Douglas Coyle, for- 
merly with Vick Chemical Co., to its merchandising department, and 
Helen Hartwig, formerly with Ruthrauff & Ryan, to the time buying 
staff. 

e Richard B. Rogers, formerly on the advertising staff of Maujer Pub- 
lishing Co., St. Joseph, Mich., has joined Newsweek’s Cleveland office 
as advertising representative. 

e@ Spickelmier Co., Indianapolis, maker of water repellants for whole- 
sale distribution, is entering the retail market with a new product, 
Dri. Packed in a “bomb” type container, Dri will be introduced in a 
selected number of markets after Jan. 1. Ad plans will be announced 
later. Dancer-Fitzgerald-Sample, New York, is the agency. 

e@ Honig-Cooper Co., San Francisco, has been appointed to handle all 
advertising for Italian Swiss Colony wine, effective Jan. 1, 1951. Wine 
Growers Guild (Guild wine), now handled by Honig-Cooper, is ex- 
pected to appoint a new agency in the next few weeks. 

e Admiral Corp. may name a successor to Kudner Agency this week. 
The new agency will take over television billings now handled by 
Kudner (“Stop the Music” and “Lights Out”). 

e Arthur H. Eaton, director of copy at Erwin, Wasey & Co., New York, 
since March, has been appointed vice-president of the agency. He was 
previously a copy group head at Benton & Bowles. 

e Following the death of Earl Robertson, James M. Barrick, his as- 
sistant, has been named national advertising manager of the Kansas 

City Star, Emil A. Sees, formerly local display advertising manager, 
has been named to the new post of advertising director, and Fred 
Kenower has taken over his former post. R. W. Vance has been ap- 
pointed assistant to Mr. Sees. 

e Green Giant Co., Le Sueur, Minn., has scheduled color page ads for 
its Green Giant peas and Niblets corn in Family Circle (November), 
Life (Oct. 30), This Week Magazine (Oct. 29), Western Family (Nov. 
2) and Woman’s Day (November). Ads will feature Art Linkletter, 
star of Green Giant’s TV show, “Life with Linkletter” (ABC, Fri., 6: 30- 
7 p.m., CST). Leo Burnett Co., Chicago, is the agency. 

NBC Boosts Brooks, 

Smith; New Sales 

Methods Proposed 
WHITE SULPHUR SPRINGS, W. VA., 

Oct. 20—Two major appointments 
were announced at the National 
Broadcasting Co. affiliates’ meet- 
ing here this week. 
William F. Brooks, v. p. in charge 

of news and special events, was 
promoted to the new post of vice- 

president in charge of public re- 
lations. He will supervise press, 
information, continuity acceptance 
and will maintain liaison with 
news, special events, advertising 
and promotion for the network’s 
radio and video divisions. 

Carleton D. Smith, now director 
of TV operations, will be recom- 
mended to fill another new posi- 
tion—vice-president in charge of 
station relations—at the November 
board of directors meeting, it was 
announced. 

Although no official confirma- 
tion has been made yet, John K. 
Herbert, general advertising man- 
ager of Hearst Magazines before 
joining NBC as assistant to the 

president a few months ago, is ex- 
pected to be named head of radio 
sales. Harry C. Kopf currently is 
v.p. in charge of sales for the 
sound broadcasting division. 

mw Several new proposed sales 

methods were outlined during a 
closed session by Charles R. Den- 

ny, executive vice-president, 
follows: 

1. “This Is Television.” Tape 
recordings of highlights of TV 
shows to be sold to their TV spon- 
sors as a radio program. 

2. “Sight and Sound.” This will 
offer rotational participations on a 
half-hour video show and a half- 
hour radio show to three adver- 
tisers. 

3. “Night and Day.” Three ad- 
vertisers will be sold participations 
in two daytime periods and one 
evening period on a rotational 
three-week schedule. 

4. “Operation Tandem.” Six ad- 
vertisers will be offered participa- 
tion sponsorship in five separate 
60-minute programs on different 
nights of the week. The network 

sales force has been peddling this 
one for some time. 

Effective Nov. 1, NBC’s New 
York TV outlet, WNBT, will in- 
crease its class A base rate from 
$2,200 to $2,500. Class B and C 
rates also will be adjusted. An- 
nouncements and station break 
rates for classes A, B and C will 
remain unchanged. 

as 

Roseman Joins Helbros 

Irwin H. Roseman, formerly ad- 
vertising and sales promotion man- 
ager of Griffon Cutlery Corp., 
New York, has been named adver- 
tising director of Helbros Watch 
Co., New York. He succeeds Har- 
vey M. Bond, who has been ap- 
pointed advertising director of 
Benrus Watch Co. 
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ANA Statement Deplores Co-op Ad Abuses; 

Urges All to Help in Their Elimination 
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ef Cae YANDS-UP 
HANDS-UP—Lady Esther Ltd., Chicago, 
is running 600- and 450-line ads like 
this through Nov. 19 in newspapers in 
98 cities across the country to introduce 
Hands-Up, its new hand makeup cream. 
Ruthrauff & Ryan, Chicago, is the agency. 

Transit Radio Names 

H-R Representatives 

for National Sales 
CINCINNATI, Oct. 19—Transit 

Radio Inc. has announced that ef- 
fective Nov. 1 H-R Representatives 
Inc. will handle national sales on 
behalf of Transit Radio, and will 
operate sales offices in New York, 
Chicago, Los Angeles, San Fran- 
cisco and Aflanta. The present 
staff of Transit Radio salesmen 
will join the new company. 

Frank E. Pellegrin, recently re- 
elected vice-president in charge 
of sales for Transit Radio, and 
Carlin French, western sales man- 
ager, are slated to become partners 
and officers in the expanded firm 
of H-R Representatives. They also 
will continue as stockholders and 
national sales directors for Transit 
Radio Inc. 

Other principals in the new 
company include: Frank M. Head- 
ley, former president of Headley- 

Reed Inc.; Dwight S. Reed, Chi- 
cago, and Paul Weeks, New York. 
The H-R company will continue to 
service its regular list of AM and 

TV stations, 
Increased sales of advertising, 

continued local progress and re- 

newed interest on the part of 
transit companies has led to 
added business and an expanding 

list of markets, Transit Radio re- 
ported, and occasioned expansion 
of its national sales force. 

‘Sun-Times’ Names Hassett 
National Ad Manager 

Paul J. Hassett, since 1948 asso- 
ciate advertising manager of Wom- 
an’s Day, New 
York, has been 
appointed nation- 
al advertising 
manager of the 
Chicago Sun- 
Times, effective 
Oct. 30. He suc- 
ceeds R. L. Bind- 
er, who will de- 
vote his time to 
the oil develop- 
ment business in 
partnership with 
J. B. Brown & 
Associates. 

Mr. Hassett originally joined the 
old Chicago Sun in 1942, and be- 
came eastern advertising manager 
in 1945. : 

Paul J. Hassett 

Ad Managers Reelect Baker 
Frank S. Baker, vice-president 

and general manager of the Her- 
ald-Statesman, Yonkers, N. Y., has 
been reelected president of the Ad- 
vertising Managers Bureau of New 
York state daily newspapers. Other 
officers, all reelected, are: Ben- 
jamin P. Sprague, Port Chester 
Item, and H. W. Stock, Albany 
Knickerbocker News, vice-presi- 
dents; and F. G. Wolff, Amsterdam 
Evening Recorder, secretary-treas- 

‘ urer. 

New York, Oct. 17—The Assn. 
of National Advertisers—whose 
board earlier ducked a resolution 
on dealer cooperative advertising 

—today issued a statement in 
which ANA noted the evils of co- 
operative advertising and (like 

Coolidge’s minister) came out 
flatly against them. 

The “increasing practice” of re- 

tailers in charging back ad ex- 
penditures at higher rates than 
they actually paid is attacked as 
(1) “economic waste” by adding 
to distribution costs; (2) diverting 
funds from advertising efforts of 
suppliers, hence reducing produc- 
tive expenditure; (3) “a disregard 
for contractual obligations”; and 
(4) violation of “sound principles 
of advertising business ethics.” 

The ANA’s action followed the 
forthright speech of Alfred B. 
Stanford, vice-president of the 
New York Herald Tribune, to 
ANA’s Chicago convention, in 
which he said co-op might have 
to be thrown out because of its 
abuses. Mr. Stanford’s speech 
followed disclosure by AA that 

North Carolina newspaper pub- 
lishers had been advised by their 
counsel, William C. Lassiter, that 
the practice of double billing sub- 
jected the newspapers to prosecu- 
tion for fraud (AA, Aug. 28), and 
the action of the Newspaper Ad- 
vertising Executives Assn. of the 
Carolinas in opposing the practice 
of double billing (AA, Sept. 4). 

a When the Carolina newspaper- 
men’s board took this action, it 
estimated that—in North Carolina 
alone—double billing accounted 
for $300,000 in newspaper adver- 
tising. 

Text of the statement: 
A study by the Cooperative Advertis- 

ing Committee of the ANA reveals that 
a growing number of ANA members who 
participate in cooperative advertising are 
encountering an increasing practice by 
retailers of charging back such advertis- 
ing expenditures at higher rates than 
they actually pay, thus violating their 
agreements to share costs on a net basis. 

This practice constitutes a disregard 
for contractual obligations which accord 
proportionately equal terms to all retail- 
ers. It represents an economic waste by 
adding unnecessarily to distribution costs. 
And by diverting funds from the adver- 
tising efforts of suppliers, it reduces 
productive expenditures in local and 
other media. 

Most of the major advertising media 
are employed to a greater or lesser de- 
gree under cooperative advertising ar- 
rangements. Abuses are possible in con- 
nection with the use of all media. One of 
these abuses is that of double billing. 
Another is the signing of contracts with 
retailers by media based on an un- 
realistically low estimate of the total ad- 
vertising likely to be used. In this case, a 
sizable rebate accrues to the retailer at 
the end of the contract period, which the 
retailer in many cases does not share with 
his cooperative advertising suppliers. 

Cooperative arrangements are being 
subjected to abuses that violate sound 
principles of advertising and business 
ethics, and that result in losses in the 
long run to all parties concerned. The 
ANA, therefore, believes that all pos- 
sible steps should be taken looking 
toward the correction of abuses. 

The association urges its members to 
check more carefully their own obliga- 
tions and those of their retailers under 
the terms of their respective cooperative 
advertising contracts. It also invites the 
cooperation of retailers, advertising media, 
and their associations in reviewing the 
problems created by violation of coop- 
erative advertising agreements and in 
taking appropriate action. 

Says ‘Stop the Music’ 
Violates Wisconsin Law 

Wisconsin’s Attorney General 
Thomas Fairchild ruled last week 
that half a dozen radio quiz pro- 
grams, including ABC’s “Stop the 
Music” and Radio Features’ “‘Tello- 
Test,” violate Wisconsin’s anti-lot- 
tery laws. The opinion said the 
programs violate the lottery laws 
because the element of prize is 
present. Milwaukee Deputy Dis- 
trict Attorney Joseph Tierney said 
that plans to prosecute radio sta- 
tions have not been made, but “the 
ruling speaks for itself, and sta- 
tions broadcasting programs that 

violate the law will have to stop.” 

23, . 

| ee 
tsburgh' 

PE 2 ES Sa ached if 

ae 

ing sign 

“ 
ishers 
ind Sy 
tten co 

Pe 

od 

ilers g 

} 

sreeme} 

} 
| 

ted thé 

f ; , : : ; 
1 allt 

; J j ; ire usi 

. and di 

listing P| 
‘ $ . 

1 swite 
one cal 

PO 
had 

| = =" 
e fearf 

a ee gereeeat eae Seeteowes |i cz =| | 
i 

. 
oe a 

develog 

|| fat eR =e: 

ee | 

ee ee | ; 

ee 

— —y 
| | 

| 

deed 
| | | nes 

ee 

co 

eee | | 

ee 

Pm | 

' SS a j 

a | | | 
- | 
: 

! 

He C : 

7 

pe | 

: a a ee XU! 



76 

Ideas, Not Things, Are What People 

Buy, Harper Tells Boston Conference 
Boston, Oct. 17—The function 

of advertising is simply to keep 

alive the competition of ideas de-| 
veloped by business in the minds | 
of people, according to Marion | 

Harper Jr., president of McCann- 
Erickson Inc., New York. 

Addressing the 22nd annual 

Boston Conference on Distribu- 
tion at the Statler Hotel here, Mr. 
Harper told his audience that all 
business, in the last analysis, is 

transacted in the human mind, 

and that it is ideas, not things, that 

people really buy. 

There are certain considerations 
regarding advertising and its use 

and importance which are basical- 
ly constant, he said. They are not 

affected by passing changes in in- 
ternal balances between consump- 

tion and production capacities in 
the various product fields. 

s “The first of these has to do 
with the common concept of 
share of market, as a measure of 
the strength of a brand or com- 
pany in its field of business,” he 
said. “If it is true that ideas are 
primarily what people buy, then 
it also is true that ‘share of mind’ 
is a vital prerequisite to the chance 

to achieve share of market. 
“The penetration and circula- 

tion of brand ideas into people’s 

minds is a constant process,” he 
continued, “and its successful ac- 
complishment is actually a man- 

ufacturer’s franchise for the chance 
to compete for actual sale. The 
development and maintenance of 
this share of mind is, quite ob- 
viously, a survival factor for bus- 
iness. It is also a job which ad- 

vertising does.” 

= If one accepts the. proposition 
that ideas are what people buy, 
Mr. Harper continued, then he 
also accepts the proposition that 
what is called a market actually 
is a state of mind, and as such be- 

gins to become obsolete as soon as 
it begins to exist. It is standard 
business practice to begin provid- 
ing for obsolescence of physical 
properties even when they are 
new, he added, and the same 
practice can be applied to adver- 
tising. 

“It does not seem far-fetched 
to point out that advertising is just 
as vital a force in its field, which 
is the constant drive for reju- 
venescence of your franchise in 
the public state of mind. This.. 
is quite clearly a survival function 
so long as open competition of 
ideas is to be the pattern of Amer- 
ican buying and selling.” 

Still another important function 
that advertising can perform, Mr. 

Harper concluded, is to help bus- 
iness merchandise its reputation. 
Just as successful manufacture 
and distribution of merchandise 
depends on proper use of mass 

communication media, so does a 
well-conceived plan to manufac- 
ture and distribute a company’s 
reputation. 

s The television industry faces 
several problems, not the least 

of which are the controversy over 

color TV standards and the selling 
and servicing abuses of which a 

small but unprincipled element is 

guilty, John W. Craig, vice-pres- 
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HOW ABOUT THIS?—McGraw-Hill Publishing Co. 
advertiser's award of merit to Fuller & Smith & Ross to commemorate their nine- 
year association. Looking over an exhibit of McGraw-Hill’s 

recently gave a luncheon and 
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advertising and some of the resultant correspondence are (left to right) Bob Allen, 
vice-president, F&S&R; Curtis W. McGraw, president, McGraw-Hill, and Allen 

Billingsley, president, F&S&R. 

ident of Avco Mfg. Co. and gen- | 

eral manager of its Crosley Divi- 
sion, told the conference. 

Mr. Craig questioned the ad- 
visability of the FCC’s decision 
favoring the CBS color system, 
stating that adoption of the CBS 

frame sequential system at this 

time would not be in the public 
interest. 

In its reply to the FCC’s request 
that all TV set. manufacturers 
agree to manufacture sets capable 
of operating within specified 
brackets, Crosley, like most other 
manufacturers, replied that it 
would be physically impossible to 
comply with the request, Mr. Craig 

said. In addition, Crosley listed the 
following objections to the FCC’s 
approval of CBS’ color system: 

ws (1) It would render present sets 
obsolete, requiring either exten- 
Sive changes or an expensive 

adapter. 
(2) Receivers for b&w reception 

only would cost at least $25 more, 
making the customer pay a premi- 
um for no more service than be- 
fore. 

(3) Other systems give promise 
of better color pictures than the 
ultimate expected from the CBS 
system. 

(4) Pictures produced by the 
CBS system are too small to satisfy 
public demand. 

(5) The importance of selecting 

proper basic standards should be 

It’s Official!! 

GARY second city 
in Indiana 
says U. S. Bureau of Census 

Metropolis 
of Indiana 
Industry 

Only one medium reaches this area with sales-producing impact: 

THE GARY POST-TRIB 
Gary’s only newspaper 

more than twice the effective family coverage of all Chicago 
dailies combined in the Gary Trading Area. No other medium 
even approaches our circulation penetration in this market. 

National Representatives: BURKE, KUIPERS & MAHONEY 

considered first, and no standards 
should be decided upon just be- 
cause they are the best we know 
how to do at present. 

On the question of TV set serv- 
icing, Mr. Craig pointed out that 
everyone who buys a set at retail 

is entitled to certain warranties 
and assurances. 

a “As a mushrooming business, 
however, television is having its 
share of operators who do one or 
all of three things,” he said: ‘Fail 

to provide service for which the 
customer has contracted; over- 

charge; and employ service men 
who are not adequately trained.” 

The solution of this problem, he 
said, is not entirely up to the in- 
dustry. Purchasers of new sets can 
help by making certain they are 
dealing with legitimate dealers. 
There are all too many complaints, 
he added, from persons who have 
dealt with fly-by-nighters who 

have no intention of meeting serv- 
ice obligations. 

a “To meet this problem,” he said, 
“I would like to see the institu- 
tion of a national committee on 

television sales and service. The 
objectives of this committee would 
be: (1) to establish a national 
code of ethics for the selling and 

servicing of receivers; (2) to make 
the public aware of this code so 
that consumers would know what 
to expect, and would have the op- 

portunity to judge the point of 
purchase or service accordingly.” 

Such a committee, he added, 
should be comprised of members 
from trade organizations repre- 
senting manufacturers, wholesal- 
ers, retailers, service companies 

Advertising Age, October 23, 1% 

and the Assn. of Better Busine: 
Bureaus. 

Commenting on some prediction 

that TV set production next year 
would drop to 3,000,000 sets—-ha} 

the predicted 1950 

Craig estimated that, based purely 
on the present situation, set pro-F 
duction next year would 
reach 6,000,000 receivers. 

again 

w “If the present market area doeg 
ae expand during 1951,” he said 

“the sale of 6,000,000 sets wij 
leave this market 50% saturated 
The only electrical household ar. 
ticles in a price class with teleyj-. 
sion which will then have a great. 
er saturation figure will be the 
mechanical refrigerator and the 
electric washer. 

“It is not only possible, but al- 

most certain, that television on a 
nationwide basis will, within the 
next five years, equal refrigera- 
tion’s 80% saturation figure. This 
assumes, again, the availability of 
adequate materials and produc- 
tion facilities.” 

a When a housewife sets out to 
make a purchase, she is influenced 
by more than product display, 
brand promotion or diversified in- 
ventory, according to Louis B, 
Lundborg, vice-president of Bank 
of America, San Francisco. She 
also is influenced by the factor of 
human relations. 
“We are told,” Mr. a 

told the conference, “that as mod- 
ern merchandising methods have 

developed, the importance of sales 
personnel has diminished; and 
there is an implication that the 
importance of all personal rela- 
tions has also diminished. 

“It is my thesis that in spite of 
the trend toward robot mer- 
chandising, in spite of the 

diminishing importance of sales- 
people, we never will eliminate the 
importance of the human factor, 

either as it operates internal- 
ly, through personnel relations and 
customer relations, or as it op- 
erates externally through com- 

munity relations or in any of the 
channels of public relations. 

# “Good treatment of customers 
is a fairly obvious piece of good 
business, and may seem more like 
direct merchandising than public 

relations,” he continued. “But 

those same employes of yours have 

daily contact with many other 

people who play a part in your 

good will: suppliers, competitors, 
delivery men, service men—these 

are all pipelines of good or bad 

conversation about you. 
“Whether that conversation is 

good or bad will depend in part on 
the kind of treatment these people 
get when they are in contact with 

your store,” he concluded. 
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jusine; September Sales of Chain Stores Westinghouse Ups McDonald | Opens Portland Branch Two Appoint Shrager Agency 

7 ? Septemb meaite Gai Robert J. McDonald has been| Conaway & Klaner, magazine; Chair-loc Co., Freeport, N. Y., 
ict 1950 1949 fy “1950 ° 1949 —- named merchandise manager of representative, has opened an of-| ce ae etd gt os, and 

Kt Y@anii rood Chains the laundry equipment department | fice in Portland, Ore., in the Ter- | Plastic Fashions, Cleveland, manu- 
s—-hal Grand eee <0 153en aes $ ae ti} $ By -- $ Bi oH tii of the electric appliance division, minal Sales Bldg. Larry Conaway,  facturer of household plastics, 

al—Mrrivreser Co. ......-- 63,820.753  58.672868 + 9.0  577.765.867 557.841262 + 40| Westinghouse Electric Corp.,| partner in the company, has moved | have appointed John Shrager Inc., 
purelyspnationl Tea ...... 169,964 20,437,124 +13.4 007,376 185,855,398 +12.5| Mansfield, O. Mr. McDonald was| from Seattle to manage the new| New York, to handle their ac- 

et proeeeny 648,786 81,645,419 + 12 745,685,737 _ 764,144,941 — 2.4) formerly with the company’s east- | Portland office. | counts. 
again Group Total ..... $196,140,731 $186,226,282 + 5.3 $1,749,558,097 $1,700,544,396 + 2.9| ern district office as department 

ait Order and builder sales representative. 

Ses, Roebuck = i sosis7e iz yaeias + 96 ° “oraszors ° “gelarezs 127 a . . . " -_ Y. ¢ A Ne » . 

ea dogg ‘iontgome’y Ward . 113,429,642 106,734,855 + 6.3 769,242,533 728,875,156 z 55) Wolfe Appoints Andrassy The Oldest National 
1 Said, | Grou Total ....$368,946,404 $329,124,937 +12.1 $2,545,826,589 $2,251,542,623 +131) Sophia Andrassy, formerly fash- 
SWI pray Chains 4 ion director of Dudley Logan Ad- Monthly Magazine eee 
urated, BPs eee $ 3,972,326 $ 3,686,271 + 7.8 $ 33,676,480 $ 33,935,004 — 0.8| Vertising Agency, Los Angeles, has 
sd Sr 13,719,243 13,117,826 + 4.6 119,305,523 118,245,074 + 0.9) been named advertising manager serving the better Home Furnishings 
televil Group Total ....$ 17,691,569 $ 16,804,097 + 5.3 $§ 152,982,003 $§ 152,180,078 + 0.5 ey pnt gg gon stores of America. A responsive $31 

great. § Variety and Miscellaneous succeeds Rowena Aitken who has billion market for furniture, floor cov- 
Hat St . -§ 1,413,750 1,389,847 7 ,293, 416, os > J : : . 

be the Mewman co.'tn. 797761 * “3ee2m 4 41 ° ‘Baeseor ° *S'796797 — 87| resigned. orings, electric appliances, lamps, etc. 
id thef ie stores =. 8316902 979019386 asi SL iae038 —«SelBOSore a3 OS éceeue 316, 799, _ 126, . ’ —13. : 
ee 13,053,106 13,441,538 — 2.9 87,928,230 92,904,683 — 5.4| Sundeen Joins WCCC zt Write fer copy of 29th Anavel 

Ut al fh Consolidated Retail Miss Jan Sundeen, former free- | - ee en pee a EE .-cakabes 2,853,851 2,915,320 — 2.1 20,521,241 22,629,505 — 9.3 , Sunceen, a: 
1 ON AH spiana Stores Corp, . 1,638,119 1,426,733 +14.8 3,103,180 2,667,221 +16.3| lance publicist in Hartford, has 
in the Eden Bros... $52,680 6,491,353 a 53,318,393 $4,263,374 —- 17| been named publicity director of ( t U R N IT U R E AG E 

j Fishman, ° eee - ‘ 5 . 5 . . 5 i 

'igera~BirmuleStoomo .... 12,545,005 10,442/541 +20. _94'536,952 90,740,696 + 42 | Station WCCC, Hartford. \AbL 
>. This & Grant, wT. «+++ 21,968,697 19,319,838 +13.7 159,071,735 151,851,840 + 4.8 oe ; 
li Grayson- Robinson PUBLISHED OmP i ‘se nares 7,940, 743 6 352, 245 +750 97 736.709 52,725,164 + 26 — a ge Account ISHED MONTHLY a THE HO RENO COMPANY 

ae i 870, . 821, 308,921 + 0. ‘id sh -— - Agency, peas Lr peee 3 N. BROADWAY * CHICAGO 40, ILLINOIS 
a Fas 5,704,096 5,161,962 +10.5 40,238,138 38,718,654 + 3.9 .. | 

Kinney, G. R. Co. 3,445,000 3,052,000 +12.9 24,021,000 -—«-22,971,000 + 4.6 | Irving Berman House of Style. 
Out to Kresge, S. S....... 24,735,584 22,811,040 + 8.4 192,714,124 190,222,529 + 13 
1enced Kt, S H. -.---- 13,108,862 12,432,253 + 5.4 105,639,245 108,420,303 — 2.6 
: Lane Bryant, Inc. 4,276,526 4,052,552 + 5.5 34,898,328 36,553,761 — 4.5 
isplay, Bflerner .......--. ,192,546 8,971,455 +13.6 77,164,850 77,233,941 — 0.1 

cd infec’ agree TE TSS SBI SARE 24) a . fs sGlihos, (EB GSE 282 £5215] “Each Department Head is Notified cs Bem oan. Tee TAR 45) Seerim = sLeeeans — 1 ac epartmen ed 1S OT1I1e 

. She wary, 6. c.'.... Weseiao rLosise0 ties  gesaneys —a'290.308 + as : : ; P 
Neisner Bros. ..... 780,669 4,618,830 + 3.5 37,872,239 37,577,393 + 0.7 f A t l H p t l M g nt 

tors Newberry, J. J 12,480,844 11,118,932 $122 93,653,631 88,445,054 zt 5.9 oO r 1c es in OS 1 a anda eme 
Penney, J. C, .... 86,007,794 76,083,683 +13.0 619,944,774 581,662,229 + 6.6 

\dborg § Rowe's 5-10-25 .... 1,823,329 1,432,974 +27.2 11,839,442 10,709,712 +10.5 
mod- Shoe Corp. of America 5,116,655 4,415,617 +158 253, 26,847,173 + 8.9) 

Sterchi Bros. 
have Stores ........ 1,532,039 x +415 9,353,101 7,411,490 +26.3 

oe te a te ee Se Be S NTON, M.D 
and Woolworth, FW. . 50/370,495 46,502,639 + 8&3  414,611'841 _400°971.703 + 3.4 ays A. F. BRA ON, M.D., 
it the § Group Total ....$373,149,211 $338,780,829 +10.1 $2,779,281,333 $2,672,433,010 + 4.0 Administrator 
rela- § Combined Total ..$955,927,915 $870,936,145 + 9.8 $7,227,648,022 $6,776,700,107 + 6.7 

“Five weeks and 31 weeks. *Two month period. fp a. oaal period. us tas and 39 ‘weeks THE BARONESS ERLANGER HOSPITAL, Chattanooga, Tena. 4 
ending September 30, {Eight month period. 

ite of 
mer- 
‘the § Haggarty’s to Ross for TV Matelan Joins Mergenthaler 
sales-§ Ross, Gardner & White, Los|_ Jerry J. Matelan, formerly with 
te the § Angeles, has been appointed by J.| Smith, Taylor & Jenkins, Pitts- 
actor 42° Haggarty’s, Los Angeles wo-| burgh agency, has joined the ad- 
om men’s specialty department store,| vertising and sales promotion de- 
‘rnal- § to prepare a series of live TV spots |Partment of Mergenthaler Linotype 
is and using puppets to model new fash- Co., Brooklyn, where he will be in 

t op-fion creations, This series will start | Charge of printing production. 
com-§on KTTV, Los Angeles, as a one- 

f the minute spot. The agency will not} Prints New Lettering Book 
handle any other media for Hag- Pitman Publishing Corp., New 

garty’s. York, has published the 16th in its 
ymers series of practical drawing books, 
good | Gilbert Paper to Nahser “Lettering,” by Harry B. Wright. 
like} Gilbert Paper Co., Menasha,| The book ee i. 2 8 
ublic § Wis., has appointed Frank C. Nah- ci. iety of alphabets. The price is 
“But pe Inc., Chicago, as its oo, ef-| ?*- 

ective Jan. 1, 1951. xpanded 
Le consumer advertising, trade pub-| Albert Frank Names Merritt 

lication ads, plus direct selling Albert Frank-Guenther Law 
your § helps are scheduled for the coming] Inc., New York, has named Stan- 
itors, & year. ley F. Merritt director of copy. 

Named for the American wife of an Austrian Baron who 
contributed to its foundation, The Baroness Erlanger’ Hospital 
has served its community for 60 years. Last year the hospital 
had 19,744 bed patients, 3,260 babies, 20,975 outpatients, 18,741 
emergency room patients, and 4,800 cancer clinic patients. 
The clinical laboratory made over 200,000 examinations, and 
the x-ray department took 48,000 pictures. Dr. Branton, Ad- 
ministrator, operated his own hospital for 25 years before 
moving to Chattanooga in 1945, and has served as President 
of the Minnesota Hospital Association, and as a Trustee of 

Kiwanis International, 

A PROCEDURE THAT “PINPOINTS" YOUR PROSPECTS 

The largest hospital circulation is fine—and we've So, to get maximum hospital circulation, greatest 
got it. The greatest unit coverage is good —and we unit coverage, and deepest penetration — at the most 
have that, too. You might compare this to “saturation attractive page rate—see to it that HOSPITAL 

a bombing.” MANAGEMENT goes on the top of your hospital 

ge wy But what’s more, we give you penetration — “pin- media list. 

ace = point bombing” of your most important objectives .. . 
. re Dita aaa directed readership of the magazine among those de- 

: partment heads who initiate the actual purchases of 
— THE a your products. Vth 
a By “directed readership” we mean the kind that 

Dr. Branton describes in his letter, above . . . Notifica- 
a es tion to the department heads that the new issue of | 

: HOSPITAL MANAGEMENT is at hand, and that it 
P contains special material of interest to them which )) }) 

: oa they should read. 
<7 a aap , sme aes. this particular procedure is fol- 

owed. others, the magazine is read and discussed 
at regular staff meetings. In others, it makes its way 200 E. Illinois St., Chicago 11, Il 
around with a routing slip. In yet others, one copy is 
circulated for reading, and a second for clipping. IN 

Largest net paid ABC hospital circu- 
lation. Send for new surveys cover- 
ing architects, food and equipment. 

| 88.56% OF ALL SUBSCRIBING HOSPITALS IT IS ® 
DIRECTED TO THE DEPARTMENT HEADS IN 
|ONE WAY OR ANOTHER. 

sistant eras Ase 

MATRIX COMPANY 
517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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NOVEMBER 1950 25 Cents 

Proof 

that McCall's 
- gets results... 

Read this amazing press-time tally of how one issue 
of McCall’s is moving merchandise—and the 
final score still isn’t in! 

If you buy advertising for traceable, provable results, you'll find plenty 
to ponder in every issue of McCall’s. Here, for example, is the actual 
score on what was accomplished to date by McCall’s in September: 

2,000,000 PATTERNS, requiring more than $7,000,000 worth of 
materials, were sold by McCall’s through 8,500 retail stores. This 
included 4 ‘‘Budget Dresses,’’ the ‘Jiffy Jersey’’ and the ‘‘Cover Hat,”’ 
all promoted in the fashion pages of the September issue— 
proof that McCall’s sells merchandise! 

122,000 COUPONS FOR “MY LIVING ROOM” CONTEST have 
been received to date. Coupons are still pouring in at the rate of over 
1,000 a day. With 53 days to go this editorial feature is breaking all 

records for reader participation— proof of McCall’s pulling power in the 
Home Furnishing Field! 

SELL-OUTS IN BIRDWING FASHIONS were reported by retailers 
as a result of fashions featured in September McCall’s. Coats, suits and 
dresses moved off the floor in 55 major cities often before local 

promotions started—proof that McCall’s has department store impact! 

4,163 SUPER MARKETS AND FOOD STORES featured 52 
different products of McCall’s advertisers as a result of September 
Super Market Institute Promotions—proof that McCall’s is the No. 1 
selling force at the retail food level. 

200,000 TEACHERS, PARENTS AND STUDENTS in 710 schools, 
20 women’s colleges and 20 home economics teachers’ conventions 

attended fashion shows featuring garments from the pages of September 
McCall’s. In addition, 22,500 home economics teachers and other 
community leaders used the September McCall’s Home Service 
Bulletin in their work. 

Results like these from McCall’s promotions are regular monthly 
occurrences. Ask your McCall’s representative to provide you with 
further facts and figures proving why, issue after issue: 

McCall’s Gives Advertisers 

More for their Money 
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